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erected by noted builder, C. Di Felice * average price $22,500 
A feature attraction. N00: year ‘round air 
“1 \\\ 
| 
conditioning by Bryant's famous “Command-Aire” Twins. 
Result: {sou0) 50 sales in 90 days...a profitable 
transaction for which Mr. Di Felice gives due credit to the 


strong sales appeal inherent in the “Command-Aire” equipped 


home. Specifically, Mr. Di Felice . .. and home buyers .. . liked 


these unique features of the Bryant “Command-Aire’ system . 


HEATING * AIR CONDITIONING * WATER HEATING 


*A new low price — makes 


*“Command-Aire”’ conditioning 
a practical feature in moderately 
priced homes. 


Unusually compact design— 
permits the ‘Twins’ to be in- 
stalled in a closet or alcove... 
saves up to 100 dollars in space 
costs per home. 


Independent heating and cooling 
units — assure proper delivery of 
air for both heating and cooling 
. provide better dehumidifi- 
. eliminate 
overload on furnace blower. 


cation control . . 


Cooling initially—or later— 
The ‘“Command-Aire” furnace 
member can be installed first 
and the cooling * Twin” offered 
later . . . Whichever is most 
convenient for the buyer. 

\ unique Bryant warranty 
eliminates service headaches 





For full information write BRYANT HEATER DIVISION, 17825 St. Clair Ave., Cleveland 10, Ohio 
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The second colorful Briggs Beautyware 





bathroom can sell your homes first! 


You really get a prospect's attention when you 
start talking two bathrooms of glamorous Briggs 
Beautyware in color! Many a builder is using 


that fact to beat his competitors to the punch 


Folks love the fresh, modern look of these hand- 
some fixtures. Four popular pastel tones 

Coral, Sky Blue, Sea Green and Sandstone. . . 
blend harmoniously with an endless variety of 


color schemes. What’s more, all Briggs Beauty- 


BRIGGS MANUFACTURING COMPANY ©* DETROIT 26, MICHIGAN 


© 1954 


ware is acid-resistant. Colors won't fade. Users 
can depend on Briggs fixtures to keep right on 


looking brand new for years 


| p-to-date architects and builders know they 
can rely on Briggs Beautyware, too—to increase 
sales and boost their reputations. ‘They're find- 
ing that the second Briggs bathroom is a big help 
in selling any new home faster! Always specify 
two bathrooms of colorful Briggs Beautyware! 
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THE JOURNAL REPORTS 


Construction Boom in Full Swing 


Will this be the biggest construction year in his 
tory? In dollar volume, at least, many experts shout 
a resounding, “Yes!” In housing starts, we will have 
another boom year, but whether it will exceed 1950's 
record of 1,396,000 is a moot question. As far as 
federal housing bigwigs are concerned, they expect 
this to be the second biggest year, with starts expect- 
ed to top 1 million and perhaps hit 1.1 million. 

\ thorn in the side of this optimism, however, is 
the hassle over possible loopholes in the present hous 
ing bill. NAHB officials say the number of starts the 
industry can rack up will depend heavily on passage 
of the new housing legislation. 

One thing’s certain, the FHA scandals have damp- 
ened construction activity so far only to a small de 
gree, and this is mostly because of a wait-and-see 
attitude on the part of certain operators who depend 


heavily on FHA-backed financing. Well-established 
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real estate builders are forging ahead, using con- 
ventional financing for a great portion of their real 
estate developments. 


Private Housing Starts Soar 

Private starts in April were the highest for any 
month in 31% years 109,100. This is an increase 
of 14% over the 95,800 private starts during the pre 
ceding month, and 1.6% over April of last year. On 
a seasonally-adjusted basis April private starts were 
at a 1,159,000 annual rate. This is an increase of 
18.000 over April, 1953. Seasonally-adjusted annual 
rates have exceeded 1.1 million for the past three 
months 

April public starts dropped to 900, a drastic de 
crease from the 4,000 started last April. This com- 
pares with 1,200 started in Mesdh Total April 
starts, then, were 110,000 exceeding the previous 
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Satisfied tenants stay with you! 





KEEP THEM CONTENTED...WITH 


Westinghouse FOOD FILE Refrigerators 


A recent survey showed that 48% of the people who bought houses 
moved from apartments. They represent a tremendous loss of revenue 
to landlords. 

Why did they move? The main reason was that they found they 
could buy new houses completely equipped for electrical living. 

There are few things more irritating to tenants than faulty or 
inadequate refrigeration equipment. So when you replace with 
Westinghouse Food File Refrigerators you have taken an important 
step in keeping tenants satisfied. These refrigerators not only offer 
the last word in Frost-Free* automatic defrosting but provide a 
special place and a special cold for each and every kind of food. 

Check your Westinghouse Distributor on low, initial cost and record 
of low maintenance and operation of these fine refrigerators. 
*Trade Mark: U.S. Patent Issued, Nos. 2,459,173 and 2,324,309. 


WESTINGHOUSE ELECTRIC CORPORATION 
Electric Appliance Division . Mansfield, Ohio 
Makers of Refrigerators, Home Freezers, Ranges, Laundromats, 

Clothes Dryers, Dishwashers, Water Heaters, Vent Fans and 

Food Waste Disposers 


you CAN BE SURE...1F ITS Westinghouse 




















Models are available with a choice of features that include Frost 
Free completely automatic defrosting, full-width Freezer, Butter 
Keeper, Meat Keeper, Roll-Out Shelf-Tray, Vegetable Humidrawer 
Shelves-in-The-Door for eggs and bottles, and Fruit Bin. The models 
shown above are only 28” wide 





“Most of our buyers are cost-conscious working people who want a durable, comfortable, attractive home at moderate cost. They find what they want in our Gunnison Homes.” 


“200 homes built, sold and occupied in 2 years 
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“One of our strong selling points is the fact that a Gunnison Home is o product of United States Steel, which assures top quality and dependability.” 


that’s why we build Gunnison Homes” 


says Gideon G. Groll, President, Eastern Builders, Inc., Allentown, Pa. 





An exceptionally good product: Gunnison Homes. Wide variety of floor plans and designs 


available 


HOW THEY DID IT 


® Gideon Groll, President of Eastern Builders, 
Inc., has had 20 years of experience in the home 
building industry. Here, in his own words, is 
why Eastern Builders switched from conven- 
prefabricated Gunnison 


tional housing — to 


Homes. 
he told us. “We can’t build a 
conventional home for the same price with as 


“It’s simple,” 








& good market for 2- and 3-bedroom homes priced at $10,000 or less. Customers are Gl's 


and semi-skilled labor who want room for growing families, convenience, and easy upkeep 


Land prepared and complete building operations planned well in advance. This allows time 
for financing, and speeds home completions once building starts 


Erection personne! specially trained on Gunnison Homes. Nine man crew can erect two homes 
in an 8-hour day 


Long-term mortgages obtained on all Gunnison Homes built. Prior acceptance of all Gunnison 
Homes by both VA and FHA makes financing easier. Ninety-day construction financing, 
available from United States Steel Homes, to all Dealers, helps builder get early start 


in spring. 


Local newspaper ads and radio spots help sell homes. National advertising and local promo 
tion by United States Steel Homes supports Dealer's efforts, 








much extra value as we can offer in Gunnison 
Homes. I'm convinced that you can’t find any 
better-made, any more comfortable or well de 
signed house anywhere for the money. If we 
knew of one. we'd build that one. 

“We offer 


Homes because they are prefabricated. Our 9- 


can more value in Gunnison 
man crews can erect two of these homes in one 


day. If we have to, we can finish a home in 21% 
to 3 weeks by putting one crew on that home ex 
clusively. Ordinarily, we work on a number of 
houses all at one time to keep down costs.” 

The switch to Gunnison Homes has paid off 
for Eastern Builders. They sold 200 of them in 
1952 and 1953 and expect another good year in 
1954. Long-term mortgages were obtained on 
all homes built thus far. 

Prefabricated Gunnison Homes can pay off 
for you too. The large number of attractive 
designs enables you to build for any market. 
Prices can range from $8,000 to $14,000. And 
when you become a United States Steel Homes 
Dealer you have complete backing and active 
assistance from United States Steel. Send the 


coupon for more information. 


United States Steel Homes, Inc 
Dept. NR-64, New Albany, ind 
My organization is capable of building more than 10 


conventional homes ao year. Now I'm interested in what 
United States Stee! Homes has to offer. Send me complete 


information, telling me what | will gain by building the 


United States Steel Homes, Inc. 


GENERAL OFFICES: 
Plants at New Albany, Indiana, and Harrisburg, Pennsylvania 
DISTRICT OFFICES 


Dallas, Tes 


products of United States Steel Homes, inc 


NEW ALBANY, INDIANA 


Nome 


Atlanta, Ga . Chicago, Il . Firm Name 


¢ Harrisburg, Pa. ¢ Louisville, Ky 


Columbus, Ohio 


« Newark, N. J. ¢ Omaha, Neb, Address 


“Gunnisor trade-mark of United States Stee! Homes, in 


UNITED 


City & State 


Bee e 


SUBSIDIARY OF 


STATES 


CORPORATION 
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NOT THIS — BUT THIS! 
WITH THE AMAZING NEW 


KEY LOKBOX 


MOST USEFUL AND TIME SAVING DEVICE EVER OFFERED 
Permits 50% more time for actual Selling, Showing and Listing 
@ Only one key needed to every listing in any co- 
operative group whether there be 10 or 10,000. 


@ Eliminates going after and returning key fo listing 
office. 


@ Eliminates duplicate keys and key boards. 


ideal for all Sales, Rentals, Property Management, Builders, Sub- 
dividers, Architects, etc. 


Perfect for any listing whether 
Furnished, Occupied, or Vacant. 


Non-duplicating keys 
furnished 
Pilfer — Tamper Proof 


May be used on doors or 
windows — front or rear 


EXCLUSIVE DISTRIBUTOR 


MOORLEE DISPLAY ADVERTISING 


239 No. Robertson Blvd Beverly Hills, Calif 











MOORLEE SILK SCREENED 
PROPERTY AND FOR SALE SIGNS 
LOOK BETTER « LAST LONGER 


AND Sung Results 


Let us show you how the FINEST can be had for LESS 


A complete stock of REALTOR’S & BUILDER'S STOCK ITEMS on hand 


SOLID STEEL, ANCHORED, ANGLED, SIGN STAKES 





WRITE FREE DESCRIPTIVE FULL COLOR NTeMel 117) 


LITERATURE AND PRICES SENT 
AT ONCE 


wire PHONE 
us YOuR 
NEEOS 


TOO SMALL 
NONE TOO 
LARGE 











MOORLEE DISPLAY 


239 NORTH ROBERTSON BLVD 


ADVERTISING 


BEVERLY WILLS, CALIF 


WKadehaw 24.471 


June, 





month by 13,000 and lagging April, 1953, by 1,400. 
Total starts, public and private, for the first four 
months of this year are running 6% below the same 
/period last year, due to the drop in public housing 
| activity. 


| 
|\VA Appraisal Requests Up 95% 


In spite of the slight lag in total starts, prognosti- 
_cators are eyeing with glee the big jump in GI home 
| loan appraisal requests up 95% from April, 1953. 

The 42,928 received in April raised the total to 113,- 
| 836 for the three months just past, a 79% increase 
above the same period last year. 

|. VA was also swamped with a 27% increase in 
| home loan applications for guaranty in April. Some 
VA regional offices are inundated with the wave of 
applications, the net result being an abnormal delay 
in getting papers processed. VA officials are asking 
the patience of realtors, builders and lenders until 
the flood recedes. 

FHA isn’t having the same trouble. On the other 
hand, applications for insurance for the first four 
months of this year have lagged a like period last 
year by about 3%. But. indications point to an in 
crease. It’s interesting to note that the lag occurred 
before the FHA scandals were spotlighted, and the 
expected upturn is occurring after this untimely 
event. 


Senate Committee Plugs Loopholes 


In spite of the recently acquired notoriety of the 
FHA scandal in Section 608 and Title I operations. 
it will not seriously hamper pending housing legisla 
tion, say Washington sources. At this writing, the 
Senate banking and currency committee had voted 
to stop builders from reaping excessive profits from 
FHA insured loans by forcing FHA to base its in 
surance on actual construction costs. It also voted to 
tighten the government’s home repair loan program, 
and rejected Eisenhower's request to liberalize home 
repair loans. (The President wanted to boost the 
$2,500 ceiling to $3,000 and extend the three year 
‘imit to five years. ) 

Builders and housing officials wanted the pro 
gram liberalized as an anti-recession device, a stimu 
lant to home repairs, but every committee member 
turned it down cold, believing present terms were 
adequate. The group also took action to eliminate 
luxury items such as barbecue pits and swimming 
pools from the program and to require that home 
‘epair loans be signed in the presence of the lender, 
a stop-gap measure for loan signing by middlemen. 
Other steps were taken to tighten various loopholes 
hy which hundreds of home owners reportedly have 
been fleeced. 


Public Housing is Back 


The real estate industry, on the verge of victory 
over public housing, has just suffered a serious set- 
back. The Senate banking committee voted to restore 
ll the public housing authority of the original hous 
ing act of 1949. This act authorized construction of 
800.000 units with 200,000 a year maximum 
Eisenhower had asked for authority for 35,000 units 
annually for four years and the House passed its 
version of the new housing bill without any authori 
za‘ion for public housing other than completion of 
the units already in its pipeline. Only 135,000 units 
have been built under the 1949 act, and housing ex- 
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perts say it is unlikely that the President will ask 
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cut costs 
with Fir Plywood 


EXAMPLE: oe Construction Co., Knoxville, Tenn. saves froin 
$120 to $200 per home, using fir plywood for wall and roof sheathing, 
Pate oh Stolosabale Mol Tal-Jebale mm olbbitastal Male M-> a¢-sales asatie 


4-010), Fat abccl-Me bale EC-V ole) att biabalel-Miite)¢-Mdal- tallies se-t-lardblepetan-> cee Wetattery| 
fir plywood cost, result in Jower in-place cost. 


od Ub VOR EO) Sam tttel-tale) sta me) metas ol bia’ delete Mele) al ieatielslelale) si-3 
forop abia baton bale M-t-0C-1-t3-1 00) a'A Cols ©) del} ol Tel ha Molt hiZ-)4-F 


ON YOUR NEXT JOB, figure it both ways fir plywood vs. lumber or 
other material: Add up the costs. material, labor, waste, nails and 
overhead. See how fir plywood gives you a clear cut advantage when 
it comes to cost-in-place as well as performance and durability 


| EXT-DFPA® Your reputation’s on the line with every home you 
build. Play it safe. Specify only DFPA grade- 
ore vom trademarked fir plywood. 'EXT-DFPA"’ for outdoor 
| DR PLYPANEL use, PlyPanel for interior finish, PlyScord for 
one structural use. Other grades for other jobs 


NS A a AND REMEMBER— 
/ ; : me FIR PLYWOOD BUILT-INS ARE 
A DEFINITE SALES - FEATURE 
IN ANY HOME YOU BUILD 





Some of the attractions in 
the Manhattan Manor Project, 
Tampa, Florida 


| 
bets phi 
/ 


G-E AUTOMATIC DISHWASHER that saves 
time, work and hands. Also: G-E Disposall® 
and G-FE Automatic Water Heater. 





G-E SPACE MAKER REFRIGERATOR that 


provides one-third more refrigerator space 
than old-style models 


G-E AUTOMATIC WASHER with Acti- 
vator® washing action. Finest washing and 
damp drying available today. 


” G-E RANGE with EXTRA -Hi-speed Calrod® unit. Faster, 


safer cooking i 
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6500 people visited Manhattan Manor, Tampa, Florida on opening 


day; many signed firm contracts. Record to date: 225 houses (each 


equipped with a G-E Kitchen-Laundry) sold, with 375 more planned! 


“Unless a person was on the scene 
with us opening day, it is difficult to 
imagine the enthusiasm of the people, 
and their eagerness to sign up for one 
of our houses with General Electric 
Kitchen-Laundry equipment. It was 
like a stampede,” says M. H. Foster. 


“We feel the sales record is even 
more impressive when one considers 
that other builders’ homes in the area 
remained unsold, although the struc- 
tures were erected before ours. 


“We just wouldn't think of erecting 
houses today without a General Elee- 
tric Kitchen-Laundry.” 
Opportunity for you. Not just in 
Tampa, but in scores of cities, builders 
are reporting phenomenal sales results 
with G-E appliances. Why not get all 
the facts through your G-E distributor 
today? 

Home Electric 
Company, Appliance Park, Louisville 


1, Kentucky. 


Bureau, General 


Left to right: 1). H. Foster, secretary; 
Nipper, G-E  distributor-builder representative; 
and M. 11. Foster, president of Manhattan Manor, 
Ask your G-E Major Appliance distributor-builder 


specialist about promotional plans for your market. 


George 


REGARDLESS OF PRICE RANGE, your houses can have a G-E Kitchen-Laundry 


(See your G-E distributor for answers to your builder problems.) 


ki = a 
IN YOUR $9,995 HOUSES 
Include G-E Refrigerator, G-E Range, 
G-E Dishwasher, G-E Disposall and G-E 
Cabinets. Adds as little as $3.26 monthly 

to mortgage payments. 


IN YOUR $12,500 HOUSES 
Include G-E Refrigerator, G-E Range 
G-E Dishwasher, G-E Disposall, G-E 
Automatic Washer, G-E Cabinets. Adds 


as little as $5.31 monthly to payments 


he | 


IN YOUR $16,000 HOUSES 
Include G-E Refrigerator, G-E Range, 
G-E Dishwasher, G-E Disposall, G-E 
Automatic Washer, G-E Dryer, G-E Cab 
inets. Adds as little as 46.31 to payments 


GENERAL @@ ELECTRIC 
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for more than the 35,000 a year in his original re 
quest, even though he could probably get them, pro- 
viding, of course. the committee recommendation 
passes the Senate. 

All is not lost on the public housing scene, how- 


| ever. The measure has to, first of all. actually be 























come authorized in the new housing bill. Then, get 
ting funds for actual construction of public units has 
to be considered separately in appropriations bills. 


Floor Action for Bill in Sight 


At this writing, target date for bringing the new 
housing bill to the Senate floor is June 1, But, Sena 
tor Capehart says, “we will be lucky if we make it.” 
He points out that “nothing fundamental” is holding 
up the bill now, but that progress has been slow be 
cause of the hearings aa the proposed changes in 
the bill which have resulted. Industry leaders point 
out that we need the new bill desperately if we are 
to maintain a million-a-year housing pace 


| Capital Gains Rates to Stay Unchanged 


ae Gibraltar Life Insurance Building, Dallas 


irchitects: Thomas, Jameson & Merrill, Dallas 
General Contractor: J.W. Bateson & Co., Inc., Dallas 
irchitectural Aluminum Fabricator: 

Usona Manufacturing Company, St. Louis 

Erector: R. M. Sedwick Company, Dallas 

Aluminum Applications in This Building: 

Column Covers * Doors * Fins At the Main Entrance: Let- 
Windows*Spandrels*Mullions tering « Tubing + Flagpoles 
Sills * Louvers + Light Coves Fascia « Soffit * Other trim 


——— 


Reynolds Aluminum Service 
to the Building Industry 


expert help in 


teynolds makes available 
sresrasedl and in selecting 


i sign problems 
veagnge pitt of standard Reynolds 
Aluminum mill forms, in addition to — 
performance-proved Reynolds Lifetime Alu- 
minum Building Products: 


For Home and Farm: 


Gutters & Downspouts 

Reflective Insulation ; 
Residential Windows (Casement, poy , 
Traverse, Double-Hung, Basement and 1 ity 
Corrugated, V-Crimp and Weatherboar 


Siding —Flashing — Nails 
industrial, Commercial: 


ivoted and Commercial Windows 
pana exterior insulated wall — 
ReynoCoustic, aluminum acoustical system 
ReynoWall, interior partition ene 
ReynoSide, aluminum siding in modern 
architectural designs . 
ReynoDeck, aluminum roof dec 








Write to: Reynolds Metals Company, 
Building Products Division, = 
South Ninth Street, Louisville 1, Ky. 





SEE “MISTER PEEPERS,” starring Wally Cox, Sundays, NBC-TV, 





A significant decision for real estate and home 
building executives was made last month by the 
Senate finance committee. Members voted not. to 
change long-term capital gains rates or the holding 
period. 

Now, when a real estate dealer sells property he 
pays tax on his profit at ordinary income rates un 
less he can prove the property was being held as an 
investment. If he does. he pays the lower capital 
gains rates on his profit 


Book Shelf 


How to Keep Office Records 


ILMA C. HEFTI, who holds both local and 

national offices in NAREB, is probably best 
known to realtors as editor of “The Woman Real- 
tor.” In her new book, “How to Keep Real Estate Of 
fice Records,” she shows how to cut down your op 
erating overhead, make your entire operation more 
profitable and less time-consuming. 

Written for large, small, old or new real estate 
offices, the book has actual samples of every con 
ceivable record you need from the time a listing is 
taken until the sale is closed. Step-by-step instruc 
tions for setting up the various systems and using 
them to their best advantage, are included. 

(How To Keep Real Estate Office Records, by Wil- 
ma C. Hefti Prentice-Hall, 1954. Price: $4.95) 


Housebuilding in Transition 
er fewer facts are known about home- 


building than any other major industry in the 
nation. In his new book, “Housebuilding in Transi 
tion,’ Sherman J. Maisel explains the homebuilding 
industry how it operates, how it has performed 
in the past and how building practices might be im 
proved. 

Maisel, who has been associate professor of busi 
ness administration at the University of California 
in Berkeley for the past six years, bases his study 
on extensive research into homebuilding in the San 
Francisco Bay area. He uses a three-fold approach 

(Please turn to page 42) 
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down, 


...and built like a $12,000 home 


The New Gd Gateway Home New Title | P & H Home Features 
Same Basic Package, Construction 
As Highest Quality P & H Homes 


e Rugged, cleanly-constructed wall 
panels with Upson Strong-Bilt inside 
panels and vapor barrier 


e@ Solid roof and ceiling construction 











@ Fiberglas insulation in walls and ceiling 





e@ Rusco enameled steel prime windows 
with half screens 





@ Douglas fir doors with quality brass 
hardware 


e@ Forced warm air furnace 
Kiln Dried, Lumber Rout: 
€odonicl 7 e@ Youngstown kitchen 


= A home for the big low-cost: market, is built as solidly as homes costing much 
priced to sell for $6,000 or less... with more. Materials, craftsmanship, design and 
design and construction you'll be proud of. trim in this home package are exactly the 
That’s the new P&H Gateway. It’s a good- same as in the highest quality P & H Homes. 
looking two bedroom home designed for Build the P & H Gateway Home. You'll offer 
Title 1, Section 8 FHA mortgages—$300 or a design-construction-price combination that 
less down, about $37 a month. will be tough to match anywhere. Write for 


Most important, the new P & H Gateway plans today. 


P & H Homes You 1 build 2, 3, or 4 bedroom P & H Homes profitably for every 
. major price group from $6,000 to $20,000. And there's the new Dover 
for every big market 


—a 3 bedroom home you can build for less than most 2 bedroom homes. 
(Including a 3 Bedroom Home It can sell for monthly payments of $50, principal and interest, with 


Priced For 850 a Month!) minimum down payments. Write for full information 


al & is HOMES HARNISCHFEGER CORPORATION 


336 Spring St., Port Washington, Wis Phone Port Washington 611 
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- MOUNTED! Mg 4 ag . 


Fresh'nd Aire Company (Div. of Cory Corp.) 
221 N. LaSalle St, Chicago 1, Ill 
54-46 


— ee 


I'm interested in air conditioning for ‘54. Please 
send prices and more information. 


Nome_._. 

Title 

Business Address 

— 


a — _.. Lone 


No, Units Needed Cepedly ences 


- 


14 








From Journal Readers 








@ Women Sell Better Than Men 

“We were amused by the reply 
and purported challenge of Robert 
Whitmer, at page 39, in the May 
1954 issue of the JouRNAL. 

“Mr. Campbell’s original article, 
‘Women Sell Better Than Men,’ 
(JouRNAL, February 1954) says 
he favors women sales representa- 
tives, particularly in the residen- 
tial field, because women select 
90% of the homes that are sold, 
and they really make the home 
buying Tecisions although the men 
usually pay the bill. Saleswomen 
are closer to vital information 
about marriages, births and other 
leads which are the major source of 
prospective home sales. Mr. Camp- 
bell says women are more greatly 
stirred than men in their desires 
for comforts, luxuries, social pres- 
tige and other influences which 
help create incessant desire for 
ever better and improved homes. 
He stresses that nt are 
more loyal than salesmen; they 
can make contacts and get inter 
views with prospective buyers in 
situations when salesmen get the 
brush-off. 

“Incidentally, our original 
100%, women sales organization, 
comprising seven charter mem- 
bers, has now increased to sixteen, 
with six more in training. 

“We believe Mr. Whitmer’s ar 
gument about ‘Father’ is beside 
the point. It was Mr. Campbell’s 
wremise that Father pays for the 
onsen so there can be no argument 
or disagreement on that score. 

“In view of Mr. Whitmer’s 
point that in Kansas City Mother’s 
pleas fall on Father’s deaf ears, 
and in view of Mr. Whitmer’s 
wish that his firm could enjoy the 
inconsequential and ineffectual 
competition of saleswomen, we re- 
spectfully submit the following: 

“With apologies to Rogers & 
Hammerstein and their famous 
musical play ‘Oklahoma’ — Ev- 
erything’s up-to-date in Kansas 
City. They’ve gone about as fur 
as they can go. There, Dad seiects 
and buys the stuff, while Mom’s 
tears and wishes are rebuffed. 
Thus, according to Whitmer, the 
men of Kansas City have learned 
a thing or two. While, in other 
yarts of the country, folks didn’t 
lems an idea of what the modern 
world was comin to. In Kansas 
City, chivalry is dead and Mom 


isn’t sure that she is wed. What 
next? Anyhow, everything’s up- 
to-date in Kansas City.” 
Hazel S. Neitzel, Sales Manager 
Campbell Realty Company 
Toledo, Ohio 


@ Of Scandals and Spankings 


“We heartily applaud your edi 
torial ‘Of Scandals and Spankings’ 
particularly after having talked 
with prominent citizens and con- 
gressional leaders who are deeply 
alarmed over the loss of faith in 
our government which the FHA 
investigation has stirred among 
the people. One senator is getting 
a thousand letters per week com- 
plaining about the construction of 
new homes occupied by the 
writers. 

“It sounds so old-fashioned and 
simple to say that honest business 
is the only kind that pays off in 
the long run but we hope that the 
current furor will force the real 
estate industry to eliminate those 
practices in connection with gov- 
ernment support of loans which 
were conducive to favoritism and 
perhaps fraud. There is no incen- 
tive to pay off if everyone lets the 
chips fall according to an open 
formula. 

“We're hoping that an amend- 
ment will be written into the hous- 
ing bill requiring independent ap- 
praisers with a realistic yardstick 
as the check-and-balance for the 
FHA and all government insured 
housing programs. 

“Tt isn’t going to do us much 

ood to brag about how many 
aol have been built or how 
many people own homes, either 
debt free or heavily mortgaged, if 
that growing percenta e of home 
owners are dissatisfied with the 
product they have tied themselves 
to for such a long period in the 
future.” 

Frances K. Legas, 

Executive Secretary 

Society of Residential 

Appraisers 
Chicago 


@ Getting a Fair Price 
Dear Mr. Teckemeyer: 

I agree that you must list at a 
fair price (May 1954 JouRNAL) 
or you can’t sell and you go broke 


(Please turn to page 37) 
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BEST HOMES 


Five different-as-day-and-night roof styles 
so you can pick the “top” that’s tops with your 
customers. Roof lines range from the conventional 
—represented below by the pleasing, low-pitched 
‘ y “flying” gphle—to the contemporary- represented 
pitched fOr top Qa ppe | by the BEST Styline featuring a modified “‘butter- 


fly” roof (see inset). 





And, with BEST, the cake’s as good as the frost- 
ing. Out-of-the-ordinary “looks”, custom-design 


“extras” are achieved without a single violation of 


sound conventional construction principles, Fac- 


tory-panelized ceilings, roof and walls speed erec- 


tion to the “premium profit” point! 





Illustrated —3-bedrooms with attached garage 


‘ cs 











Get on the BEST bandwagon! 


For dealership details send coupon TODAY! W. G. BEST FACTORY - BUILT HOMES, INC. 


B ; Effingham, Illinois Phone 1600 
etter yet, phone or wire us now! ‘ 
; Gentlemen: 


Rush full details on BEST Styline, information on 


W.G. BEST FACTORY-BUILT HOMES, INC. BEST dealership. No obligation, of course 
PLANT AND GENERAL OFFICES, EFFINGHAM, ILLINOIS NAME 


BUSINESS 
ADDRESS 
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J. L. Schroeder is president of Schroeder Realty 
Company, developers and builders of Underwood 
Hills, a subdivision in Omaha. Mr. Schroeder has 
been in the real estate and home building business 
in Omaha since 1920 and is a past president of the 
Omaha Real Estate Board. He is also a member of 
the Omaha chapter of the National Association of 
Home Builders. 


“Pertect Home 


Is ‘Tops, 


says J. L. Schroeder of Omaha, Nebraska 


ERFECT HOME Magazine is always welcomed in the homes of in- 

. fluential families in our community. Each issue conveys a friend- 

ly, informative message, and it never lacks dignity. It is the finest 

public relations tool in the field,” says J. L. Schroeder, president of 
the Schroeder Realty Company of Omaha, Nebraska. 

Leading real estate, home building, and home financing organiza- 
tions throughout America share Mr. Schroeder’s enthusiasm for the 
PerFect HOME program. These leaders realize that purchasing a 
home is usually a family’s largest single expenditure in its lifetime, 
and most families seek to deal with a firm which merits their con- 
fidence and enjoys an unimpeachable reputation. 

To help build that confidence and reputation, PeRFect HOME per- 
forms a service for the key people in a community whose opinions 
are respected. It is like a personal call, going into the homes of these 
people as the sponsor’s own publication. Thus, Perrect HoME culti- 
vates third party influence and becomes a community force for home 
ownership. 

Skillfully written and beautifully illustrated, PerRrect HOME Mag- 
azine gains maximum reader interest among these people. Sparkling 
photographs and editorial copy show the latest in home design, con- 
struction, decoration, and equipment. Every issue connotes quality, 
high ethics, fair dealing, and promotes the “home idea” for the group 
holding the exclusive franchise in a community. 

By spreading editorial, art, and other preparation costs among its 
users throughout the nation, and by sharing the local reproduction 
and mailing expense with selected, reliable local building factors who 
benefit from it, costs to everyone are nominal. 

A limited number of exclusive, annual, renewable franchises are 
available to established organizations with unusually high qualifica- 
tions. 

If you are interested, address your inquiry to 


STAMATS PUBLISHING COMPANY 


CEDAR RAPIDS, IOWA 





PROTECTS Apartment and Home from 
->» UNWANTED CALLERS D 

















BEAUTY and PROTECTION 
for EVERY APARTMENT 
and HOME 


More than just a handsome, melodious, 
double tone door chime . . . SNAPIT Vu-All 
incorporates a remarkable development in 
optical engineering that allows the resident 
to easily see who is calling without fear of 
being seen. The resident simply looks 
through the magic-like wide angle lens to 
see who is at the door. 


The swapit Vu-All features a handsome 
brass colored front piece with a name plate 
holder and luminous push button, as well 
as a decorator styled chime case. Easy in- 
stallation, no batteries or wiring needed. 


Vu-All opens a market of thousands of 
apartment house residents and home owners 
who want the beauty and protection that 
VU-ALL has to offer. 


ALSO AVAILABLE 
... SNAPIT 


NON-ELECTRIC DOOR CHIME 


In styling and quality the same as the Vu-All illus- 
trated above only without the magic-like viewer 
lens. All mechanical, no wiring or batteries nec- 
essary. 


CABLE ELECTRIC PRODUCTS, INC. provience 7, pr. 1. 
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6-1 


Packaged Comfort 

Pictured right is Crysler Airtemp’s model 1205 
air-cooled packaged air conditioner which is design- 
ed for both commercial and residential use. It is 58 
inches wide, 35 high and 28 deep. The unit may 
be installed in utility rooms, basements, breezeways, 
garages or outside the house. Condenser blowers may 


Handy Inquiry Form 


NATIONAL REAL EsTATE AND BUILDING JOURNAI 
427 Sixth Avenue S. E. 
Cedar Rapids, Iowa 


I want to know more about the items checked below. 
Please see that complete information is sent to me with- 
out cost or obligation. 

6-1 6-2 6-3 


6-4 6-5 


Nome 
Building or Firm 
Street 


City 











Ask about our Latest! 


Complete Double Faced OPEN Sign 
Ne Tools — Sturdy Angie iron Frame 
Very Low Price — Fast Delivery 














June, 


be rotated 90 degrees for air discharge through either 
the side or top of the unit and all necessary controls 
are wired and built in at the factory. 





It’s a “Deal” 6-2 


Designed, printed and sold by The Lincoln Press 
of Royal Oak, Michigan, “Deal-Saver” file envelopes 
are filling the needs of many realtors. Available in 
two sizes, 9x12 and 10x15 inches for both legal and 
letter size files, the envelopes are constructed to con- 
tain all papers and information pertaining to each 
separate real estate transaction. The progress of each 
deal is recorded on the outside of the envelope 


Presenting the “Westerner” 6-3 


United States Steel Homes, Inc. of New Albany, In 
diana, are the manufacturers of this six-room, 40 by 24 
foot house, which is pre-engineered to provide con 
venient, comfortable living, durability, and easy 
maintenance. The home features contemporary sty!- 
ing, built in furniture of Philippine con coral (in 
every room but the living room) and an open plan 
interior. Interior throughout is washable wood pan 
eling in a natural finish. Exterior of textured cedar 
sidewall shingles is available in a variety of eight 
color combinations. An attached garage or carport, 
a breezeway, a porch or patio, and any exterior sur 
face are available to suit cach owner's needs. 


6-4 


Popular Paint 
Quick drying texture paint, which can be applied 


by roller or brush over most any surface, 
available in a wide range of colors from deep tones 


is now 
j 


| (Please turn to page 40) 
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This kitchen by builder Leon R. Kytchen is planned to eliminate drudgery. It includes plenty 
of cabinet space and a food waste disposer unit, as well as a refrigerator and Electric Rang: 


so that the homemaker can be modern. . . cook ELECTRICALLY! 


Don’t underestimate the power of the 
homemaker. She must be practical when 
choosing the home she'll live in. She 
wants efficiency as well as beauty in the 
home she buys. 


That’s why an Electric Range in the 
kitchen really helps to sell the house. 
Women know that it means economy and 
ease of operation, a clean kitchen as 

well as a cool one. They realize that here 


fn is cooking equipment at its best! 

Builder Leon R. Kytchen of Roanoke, Virginia, builds about fifty homes a : 

year in various price brackets. He says, ‘I believe in installing the latest Install Electric Ranges in the homes you 
electric equipment—and that includes modern, automatic Electric Ranges. build, and like builders everywhere you will 
When a customer sees a home equipped to cut kitchen drudgery, she’s more 
likely to buy it.” 


find them easier to sell. 


More builders every day (ook Flachaially/ 
are installing ELECTRIC A 
ee ELECTRIC RANGE SECTION 
ag ANG £ 4 National Electrical Manufacturers Association 
155 East 44th Street, New York 17, N. Y. 
ADMIRAL «+ BENDIX «+ CROSLEY «+ DEEPFREEZE + FRIGIDAIRE + GENERAL ELECTRIC + GIBSON 


HOTPOINT + KELVINATOR + MAGIC CHEF «+ MONARCH + NORGE «+ PHILCO + WESTINGHOUSE 
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...and see why YOU should “GO 


In view of the anticipated growth 
of prefabrication during the next 
five years, it’s good business for 
you to take a long look at the 
various producers of prefabricated 
homes. When you do, you'll find 
that one — National Homes, has 
the leadership, experience, _re- 
sources, public acceptance and all 
that is necessary for a_ profitable 
operation for its dealer builders. 

National leads in smart, attractive 
designs, all created by the famous ar- 
chitect Charles M. Goodman. National 
leads in value, due to our unmatched 
buying power and unique production 
system. 

And National backs up every builder- 
dealer with color ads in leading maga- 


zines, plus outstanding promotion at 
the local level. 

Our plant capacity has been in- 
creased to enable us to meet the grow- 
ing demand for National homes. We 
need additional dealers who can qual- 
ify in resources and experience to 
handle this ever increasing volume. 
Write or wire for franchise details 
today! 


Frospects ! We Have Files Full! 


In areas where there are no National 
builder-dealers, we have carefully filed 
thousands of inquiries from our huge 
magazine and network radio campaign. 
Those in your territory will be supplied 
without charge when you become a 
dealer—another exclusive National ad- 
vantage. Get the complete story NOW. 
Address National Homes Corporation, 
Lafayette, Indiana. 


National Homes prefabricated 
panels and structural parts, as 
they leave the assembly plant, 
carry the Good Housekeeping 
guaranty seal and the Parents’ 
Magazine seal of commendation. 
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SELLS 107 HOME 
SUBDIVISION IN WEEK 


WILMORITE, INC. 
Rochester 11, N. Y. 


We opened our most recent subdivi- 
sion this past week and by Friday the 
entire 107 homes had been sold. Be- 
cause of the huge turnout some people 
walked as far as two miles to see our 
three model National homes. All sales 
were in the “‘Custom-Line”’ including 
many ‘‘Rangers’’—average sales 
price $12,500. 

In view of this demand we are 
opening a second section of this tract 
with 104 lots. We have revised our 
goal and will erect twice the number 
of homes originally planned. We now 
plan to build 500 Nationals this year. 


James B. Wi_mor 





MATIONAL "RANGER 


JAMES BR PRICE ANE 
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Let's Stop This Racket!...ccccccccccccccccscvseseces 


NE OF THE PROBLEMS that the real estate industry must 

face squarely — and soon is the abuse in the collection of 
advance listing fees. Although violations are relatively few, they 
are having an extensive effect. Fraudulent listing practices have 
reached the point of becoming a racket and they reflect discredit 
on every member of the real estate industry. 

We recently discovered that one company, for example, sends 
letters to owners of certain types of businesses in a state, inquiring 
if they wish to sell their property. To those who reply that they 
do wish to sell, a company representative is sent for a personal 
interview. This representative places a valuation on the property 
that exceeds the highest expectations of the owner. Pleased with 
the valuation and especially with the representative's statement 
that his company “charges a lower commission,” the owner is 
willing to pay an advance listing fee of several hundred dollars 
for “national advertising” and other rosy promises 

What the owner actually gets is a small ad in the company’s 
own booklet which is mailed helter skelter across the country. 
That usually takes care of the “national advertising.” But as far 
as any genuine effort to sell the property, there is little or none. 
A few sales are made merely by strokes of luck and the 
company hires a full-time lawyer to handle the rest of the owners’ 
complaints. 

The JoURNAL is not so naive as to fail to see good reason for 
advance listing fees in some cases. Certain types of properties re 
quire retainers. And when special services are needed, certainly 
such fees are justified. In fact. many legitimate companies work 
on an advance fee basis. But we see no reason to condone or ignore 
a notorious racket of promising property owners something and 
then delivering nothing. Yet it’s going on right under our noses. 

The JourNna. has reported many of these cases, warning real- 
tors and property owners alike to be on the lookout and urging 
action by license law officials. Earlier this year, we reported in 
this column the case of an individual broker who was charging 
monthly listing fees on a group of taverns. He charged each one 
of a dozen tavern owners $10 a month for listing their property, 

Editorial Director And the only service the broker rendered was to take a dummy 

Ratpn H, CLEMENTS buyer around to these listed taverns once a month just to keep 

the owners “on the hook.”” At last report, this broker's license had 
Editor and Business Manager been revoked — but only after the JourNna. had awakened officials 
Bos Fawcett to what was going on in their own bailiwick 
Mnsnien Uiibes We can no longer ignore this kind of property racketeering 
Rocsa C. LAkey Aside from the moral obligations involved, all real estate people 
stand to lose face in the eyes of the public 

Getting proof on these illegitimate operators and organiza- 
tions is no easy job, particularly because they usually manage to 
stay within the fine line of the law. But we must stop the spread 

Editorial Assistant of this malignant growth now by setting the legal wheels in 
ROGER SCHRODER MIER motion. Every violation should be reported to NAREB leaders, 
Tax Editor: E. H. Welter license law officials or to the JourNAL so that it can be thoroughly 
investigated. Then, if the laws are not strict enough to punish vio 
lators, we must put more teeth in those laws. Every one of us is 
responsible for keeping our industry clean of such rackets 
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Q There's been a lot of talk about the effect of the 
KEEA scandals on the housing bill. What do you think 
the effect will be? 


A ‘The FHA mess isn’t helping, certainly, but I hope 
that it will have no substantial effect. (The current 
housing bill is of paramount importance. I can't 
stress that enough. It's essential to our economy. 
Without it, | believe the housing industry will suffer 
tremendously. 


Q There has been a successtul effort to push the FHA 
scandals to the background while the current housing 
bill is being discussed. Do you feel that this is the right 
procedure? 


A I’m not excusing in any way the mistakes made 
through Section 608 or ‘Title I. 1 feel that peopl 
forget too easily that Section 608, for example, was 
first thought of and put through at a time when this 
country desperately needed housing. Everyone was 
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nterview 


With 
onald J. 
Chinnoeck 


President, 
National Association of 
Real Estate Boards 


By Bos Fawcett, Editor 


making an effort to get rental housing without pub 
lic housing. Section 608 was planned to encourage 
as many builders as possible to participate in that 
rental program. Certainly this doesn’t excuse dis 
honesty. I, tor one, feel that every loophole in FHA 
should be plugged. I'm sure that every Realtor feels 
the same. I'm only pointing out the circumstances 
under which the law was written and that we want 
to take this into consideration not letting it ham 
per a housing bill now that is so important to the 
economy of our country. 


QO Do you feel that the FHA scandals have been ex 
gerated? 


~ 
uo 
eS! 


A 1 don't know. I only know that | was in New 
York City the day that the first announcement came 
and that I felt it better to make no public comment 
until more facts were in. We have appeared before 
the Capehart Committee twice and were treated with 
every courtesy. I'm sure the Committee knows that 
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Those who are practicing unethical listing meth- 


ods are going to have the rug pulled out from 


under them . . . Our economy needs the new 
housing bill . . . The financing world is now 
seeking loans . . . Real estate is in a better condi- 


tion than many other lines of business . . . These 


HBB see aaea 


NAREB is just as interested in correcting the situa 
tion as anyone. We want to smoke out the evil-doers 
and prevent this from happening in the future. 


Q There have been rumors that some Realtors are 
involved. If so, what action are you going to take? 
A I refuse to believe that any Realtors are in 
volved. Until it’s sufficiently proved, I'll defend any 
Realtor to the fullest extent. If any of our 52,000 
members are implicated, I think it was a mistake ol 
the head not the heart. 


Q You already have traveled a good many miles as 

NAREB President. How do you find conditions? 
A I’ve been in 20 states so far and I find that the 
real estate business is better than last year. In fact, 
I'd say that real estate is in a better condition than 
many other lines of business. It’s true that we're 
working harder, but that’s healthy. You usually find 
that the ones who are most apt to complain are those 
who are the least willing to work harder and use 
new techniques. 


Q How do you find the mortgage financing situation? 
A It’s substantially better. And that’s true every 
where in the small towns as well as in the large 
cities. The financing world is now seeking loans. 
There may be a few isolated cases where money is 
difficult to get, but I think it is far better than last 
year. 


Q You've just completed a meeting of the NAREB 
Board of Directors. One of the important announce 
ments to come out of that meeting was your program to 
rid America of its slums by 1960. Do you think that 
that’s an attainable goal? 
A By all means. ‘There are 188 real estate boards 
participating now in slum clearance and rehabilita 
tion work. Fritz Burns, Chairman of the “Build 
America Better Council,” is doing an outstanding 
job. More and more boards are taking part. 


Q Don't many Realtors feel that slum clearance is 
idealistic but not practical? Are they nodding then 
heads in agreement at conventions and then forgetting 
about it when they get home? 
A Yes, I'm afraid that’s true in many cases. It takes 
time to awaken people to the seriousness of slums, 
to their effect upon the health and the social and 
economic well-being of the nation. We want to find 
ways to dramatize this campaign to show that 
slum clearance is for the good of all and that it’s 
practical, as you say. 


Q But isn’t the biggest stumbling block still the fact 
that the people who are in the best position to clea 
slums don’t see anything “in it for them?” 
A Unfortunately, that’s true in many cases. And 
some are just plain lazy or ignorant. People seem to 
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are some of the observations of Ronald Chin- 
nock, NAREB’s 1954 president and a partner 
in the Chicago firm of Farr, Chinnock & Samp- 
son. He backs up his views with 25 years of real 
estate experience and discussions with hundreds 


of Realtors during his first five months in office. 
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think it takes money to clear slums. ‘That's not nec 
essarily true. Iwo simple things will eliminate a 
large portion of slums in America: 1) Take the 
profit out of slums, and 2) enforce existing ordi 
nances. Slum neighborhoods can be improved im 
measurably, for example, by just ordering that 
fences be taken down. You'd be surprised how 
much that improved slum areas in New Orleans 
When the fences are down, slum dwellers start 
cleaning up all the debris. Paving streets also ts 
a big inducement to slum rehabilitation. But, of 
course, first ol all, the best thing to do is to take the 
profit out of slums 
profitable to own 


quit making them excessively 


Q_ Realtors seem to be taking the lead in the slum 

rehabilitation program. Are other groups actively co 

operating? 
A Yes, civic-minded people are cooperating and 
will become more active participants once they see 
the need for the program and what can be accom 
plished. Sometimes action is stimulated out of ne 
cessity. For example, it took the threat of public 
housing in one southern city to awaken citizens to 
action. Public housers were moving in, and im 
mediately citizens threw the problem in the may 
or’s lap. He turned right around and appointed a 
committee which, spurred on by the fear of social 
ized housing, got to work and did an outstanding 
rehabilitation job 


Q_ How can you take the profit out of slums 


A Well, taking the profit out of slums and enfore 
ing existing ordinances go hand in hand. For ex 
ample right here in Chicago we're enforcing many 
sanitation laws that require landlords to provide 
better facilities. Once they find that they have to 
provide these facilities, it's not as lucrative to own 
these eye-stores. As a result, a slum dwelling eithe 
has to be brought up to standard or the owner must 
suffer the consequences. But the penalties for non 
compliance have to be severe 


Q Then you think slum rehabilitation is actually a 
problem for the larger cities? 


A No, the conditions in larger cities are only mag 
nified because of population. Slum conditions exist 
in almost every town... even the smallest. The job 
is somewhat easier there, but it's just as important 


Q There have been many complaints lately about 
listing practices. There are some national organiza 
tions which are taking advance listing fees, then mak 
ing little or no attempt to sell the property, Is any 
thing being done about this? 


A Yes, we're getting an increasing number of thes 
complaints. There are several organizations which 


(Please turn to page 40) 
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Cut Maintenance Red Tape! 


| Q YOU find yourself struggling through a maze of red- 

tape looking for a simple, uniform system for keeping 
the properties you manage in tip-top shape? Here is a 
series of five printed forms designed to fit every routine 
phase of your property maintenance and also become a 
permanent record for your management office. 

lor example, to keep in constant touch with maintenance 
needs, there are forms for a Caretaker’s Monthly Inspec 
tion Report, and a Weekly Inspection Summary. Whenever 
a tenant leaves, a form called “Vacancy and Inspection 
teport”’ is filled out. 

When these reports show the need for special repairs, 
Tenders, (forms for taking bids on the job) are submitted 








by contractors. After a bid is accepted, a work order, with 
space for a detailed description of the work to be done, 
location of the property, cost, and tenant’s name and phone 
number, is completed by the firm and given to the con 
tractor. This provides an efficient two-way record between 
your management office and the contractor. 
as a cost control. 

For getting monthly supplies, a Supply Requisition form 
lists the various items that may be necessary everything 
from paint to plumbing. 

These forms were developed by the W. H. Bosley Com 
pany of Toronto, Canada, They have greatly increased the 
company’s efficiency by cutting time and labor costs. 


and also acts 





ORDER FORM 


N° 2400 











An order form, like this one, is simple, yet contains the 
essentials for complete understanding between the property 
manager and contractor handling the job. 


All supplies regularly needed are divided into groups on 
this form. These groups are further broken down to the 
specific items, from brooms to benzine. 











$ 
Toilet Float 


This form not only encourages a Washers 
monthly inspection, but even reminds 


the inspector of all items to check, 
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Here the contractor not only must give the cost for a job and the 
specific details of the work, but also the reason for the work. 


Information on this form tells the firm what maintenance or repairs 
are necessary. Repairs can be made while the property is vacant. 
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Super Market 


for Homes 


Here people can browse through dozens of home 


photographs, undisturbed by salesmen. 


f gan Home Corner, a self-service super market of 
homes. has proved successful in nine months of 
operation for Commercial National Realty Com 
pany, Peoria, Ilinois 

Located on a downtown street corner. the Home 
Corner features a photographic exhibit: of listed 
homes along with essential information about each 
one, including the address. John Manning, president 


of the company, says that home seeker ave con 
siderable time by eliminating the inspection of a 
great many houses that do not either financially 
or otherwise prove suitable to their need 


Freedom to look over the pictures and data at 
leisure Is a past Premise Ol the Home Corner No 
alesmen are present and no names are requested 
by the service attendant. If a home-seeker wants to 
see the interior of one of the homes, an appointment 
is made for closer inspection 

Manning says he believes many people drop in 
who merely want to see how their homes compare 
in price to others on the market or who are interested 
in what sections of Peoria there are homes for sale 
However, he believes this is all to the good of the 
real estate market 

Houses pictured in the Home Corner are not only 
from Commercial National Realty Company but 
from other realtors as well 


highest is $200,000. However, the vast majority of 
the homes are in the $12.500 to $18,500 price range. 

Most popular house described by readers based 
on average of replies to this question has 5.62 
rooms plus bath, 2.89 bedrooms, 1.120 square feet 
of floor space and sells for $14,200. A similar survey 
taken in 1951 shows 5.3 rooms plus bath, 2.6 bed 
rooms and a selling price of $13,390. Thus, a marked 


Shows Built-for-Sale 


In order to determine new trends in built-for-sale 
housing, a survey was undertaken in March and 
April of 1954. A four-page questionnaire was 
mailed to 1500 readers, selected at random from 
the JOURNAL'S builder-subscribers. Returns were 
tabulated and compared with a similar survey 
taken in 1951 to bring you this up-to-date 
information on the characteristics and trends of 


for-sale homes being built across the nation. 


wo than 20% more homes will be built by 
JOURNAL readers in 1954 than last year, reflect 
ing renewed optimism in the real estate picture and 
in mortgage market trends. In 1953, builder-readers 
constructed an average of 43.6 homes each. Latest 
survey returns indicate this will be boosted to 43.2 
in 1954, an increase of more than 20% 
Competitive nature of the market is borne out by 
returns which show builders are spending 35.6% 
of their personal time dealing directly with sales 
hiring and traming salesmen, solving merchandis 
ing problems and helping with sales themselves. 
They spend 27.9% of their time handling admini- 
strative details and 17.9% overseeing home building 
operations. Planning advertising programs takes 
1.8% of their time. Overseeing other departmental 
operations property management, brokerage, fi 
nancing, appraising requires 12.5% of their time. 
How do they feel about the availability of mort 
gage money? An overwhelming majority (71% ) 
say the mortgage financing picture is brighter, while 
28.4% say it’s about the same. Only 5.7% feel it’s 
getting worse. Pessimistic reports come primarily 
from sections of the country hit particularly hard by 
the mortgage market squeeze of last fall 
Prices of homes built by JournaL readers span a 
wide range. Lowest price reported is $4,000 and the 
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increase shows up in all departments, reflecting the 
demand for larger homes with more bedrooms. 

What features do home buyers demand most 
today? Based on frequency of mention, more storage 
space is most in demand getting the vote of 73.4% 
of those who replied to this question. More and 
better kitchen cabinets takes second place with a 
sone reply. Larger bathrooms was checked by 
40.5%. and larger window areas, was a close fourth 
with a 399 4 return. Kitchen appliances, open plan- 
ning, laundry appliances and air conditioning were 
all in the running. Such replies clearly show that 
buyers expect not only more spacious but also more 
thoroughly equipped homes in 1954. 

Asked about buyer preferences, replies indicate 
white bathroom fixtures are still more popular than 
colored, but the margin is narrowing (60.2% said 
white; 50.2% colored). Some builders (8.7%) say 
they are equally popular. 

Double-hung windows still lead the field in buyer 
preference with a return of 65.5%. Their 
competitor sliding windows with a 17% return. 
Other types of windows preferred by home buyers 
in order are: awning, casement and hopper. 

Oak strip flooring is still most popular among 
buyers, say 90.8%, of the builder respondents, but 
asphalt tile and linoleum are gaining in popularity 
as are parquet and ranch plank floors. Many men 
tion more than one type 

Buyers greatly prefer flush doors to panel (92.4% 
to 12.6%), say Journa readers. Warm air perime- 
ter heating. they say, is more popular than any other 
system. Second in he “ating preference is warm air 
high wall, and third is radiant baseboard. 

Though these buyer preferences show that most 
of the tried and true materials still lead the pack, 
they also indicate the growing demand for the best 
in new products and materials. Builders can’t afford 
to lag behind this demand. They must stay on the 
alert for new features and products that add more 
salability to their homes. 

There appears to be a substantial trade-in market 
for those who are taking advantage of it. A logical 
number of JounNnat readers have taken trade-ins on 
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Selling price 


Number of rooms (excluding bath) 


Number of bedrooms 
Floor area 


new homes because they are equipped to handle the 
real estate phase of this operation. Of those who re 
plied to the question 56.2% say they have had trade 
in transactions, and the average number of these 
transactions per builder is 7.5. 

How. many builder-readers sell homes for other 
builders? A total of 68.2% say they do, selling an 
average number of 36.5 homes each. Asked if they 
pay advertising and promotion expenses when sell 
ing other builders’ homes, 91.3% say they do. They 
also say they are consulted about style, size, location 
and grades of equipment which go into these homes 
in 65.2% of the cases indicating that those who 
know merchandising are being asked more frequent- 
ly to select the products and materials that sell. 

How many JourNAL readers own or have an 
option on subdivision land or vacant lots. Of those 
questioned, 77.5% say they have subdivision land 
and 60.4% say they have vacant lots. 

Do they plan to build on this land? Will they in- 
vite in other builders? Most of them (83.3%) plan 
to build on this land themselves, while 52.2% plan 
to invite in other builders. In 35.1% of the replies, 
other builders are now constructing houses on their 
land. Average this year is 51.5 homes per respondent 

What type of exterior materials do these builders 
use on their homes? Wood and shingle construction 
is used by 78.7%, brick by 35.9% and stone by 
7.8%. These figures, of course, vary with the build 


Compare these trends in JOURNAL readers’ hypothetical most popular house: 


Today’s built-for-sale house is larger, contains more bedrooms 










Here's how the average sales price of new homes is allocated: 


1951 1954 
13,900 14,200 
5.3 5.6 
2.6 2.9 
1,070 1,120 


ers geographical location 
Asked what factors they believe are most impor- 
tant in specifying brands, they named quality first 
manufacturer's reputation second, price third, and 
ability of the manufacturer to sell direct fourth 
Aimost 60% of those who answered questions 
about financing say they use conventional financing 
48.8% use FHA and 40.3% use VA. Overlapping 
in mgny cases is evident from these figures. One 
third say they use conventional only 
Are they using open-end mortgages? For the most 
part, no (81.3%). How about the packaged mort 


gage? The split on this is pretty even 15.4% say 
they are using packaged mortgages, 55.0% say they 


aren't. The growth in this type mortgage is another 
logical result of increased competition. Builders are 
finding it practical to include more appliances that 
home buyers demand in new homes 

When asked the extent of their property manage 
ment activities, it was found that, per reply, they 
manage an average of 39.1 single family dwellings 
each. They manage 16.9 two-to-four family dwell 
ings, and 8.9 apartments over four units. In the com 
mercial, industrial field, these same builders report 
they manage an average of 9.6 commercial proper 
ties. 7.7 industrial buildings and 1.3 hotels each 
This property management phase of JourNaL read 
er’s operation feeds new business to their home build 
ing activities, and vice-versa 
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THEY WANT 
$20,000 BUT / 
THINK / CAN GET 


People Hate 


Price Cutters 


4S THAT 
THE ASKING PRICE, 
THE TAKING PRICE, 
OR By E. B. TECKEMEYER 
SOME THING Indianapolis, Indiana 
IN-BETWEEN . 


% 





More buyer resistance is cropping up. But price cutting isn’t the 
answer, says the author. And neither is “sitting on a camp stool 
on Sunday afternoon while hordes of gawkers tromp through 
your open-house.” The answers are: negotiate with buyers and 
become a counsellor as well as a salesman. Avoid banging property 
values around in a price-tag scramble. Start selling — and quit 


MINE BOUGHT A 
HOUSE JUST LIKE 


haggling. And he tells how to do it. 


» 


4\VERYBODY hates a price cut 

—4 ter. You do, don’t you? Even 
those who do business with him 
do so reluctantly. At first blush, I 
thought “hate”? was too strong a 
word, but I don’t think so after 
seeing what Webster had to say 
about it: “To feel an intense aver- 
sion to.”’ Could it be that old Noah 
himself got into the hands of one 
of those early-day real estate deal 
ers who had an “asking price,” a 
“taking price” and several other 
assorted prices in between? It 
could be, because that sort of thing 
has been going on for a long time 
now. But, like hay fever, there 
are certain seasons when it’s worse 
than others. The present season 1s 
one of them. 

The market isn’t quite such a 
push-over anymore. More buyer 
resistance is cropping up here and 
there. To a great many operators 
in the business, the only way to 
overcome market lassitude is to 
cut price. Of course, they cut price 
for a variety of other reasons, too, 
but it’s something we need to get 
down to brass tacks about before 
it’s too late. 

In this business of ours we have 
to do a lot of negotiating, much 
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more than in selling anything 
else. We first have to negotiate 
with the seller for the property. 
That is, get the listing. If that is 
properly and soundly done, there 
is little excuse later on for price 
cutting. 

Now, it is obviously desirable 
and sometimes necessary to vary 
an original offering price — where 
conditions of the offer change. or 
where the buyer proposes differ- 
ent and more desirable terms 
amply justifying a lower figure 
But such a price change isn't a 
plain out-and-out price cut. It’s 
done for a reason. The buyer gives 
something in order to achieve a 
lower figure. The seller accepts 
the lower figure to gain a higher 
interest rate, a larger original pay 
ment or something else which he 
considers of equal value to what 
he’s sacrificing in price. Such con- 
ditions are encountered and met 
every day by people in our busi 
ness. That’s what negotiating 
means. And, that isn’t what I'm 
ialking about. 

The people who deal with an 
out-and-out price cutter do so, as 
we said, with reluctance. They 
never feel sure that they’re buy 
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ing at the lowest possible price. 
They always think, in the back of 
their minds, that if they had held 
out a little longer, fussed a little 
more, been a little more obstinate, 
they might have drilled the price 
even lower. 

If there is anything to be de- 
tested in salesmanship, especially 
when it concerns the sale of real 
estate, it’s the attitude of eternally 
looking for a loophole to quote a 
lower price. Sometimes the very 
first words uttered are, “They’re 
asking $20,000, but I think I can 
get it for you at $17,000.” 


Don’t Blame “They” 

Price, as such, doesn’t really 
mean a blessed thing to many peo- 
ple. The term has been so much 
abused, and it oscilates back and 
forth so effortlessly. that most 
buyers of real estate can’t be 
blamed for feeling that they must 
have a real battle over price be- 
fore the deal is closed. 

This “asking” price business, 
frequently seen in classified ad- 
vertising, is certainly an oddity. 
Are we admitting that there are 
several prices the asking price. 
the price we will take and, pos 
sibly, the price we can talk the 
buyer into paying? 

When we say, “ ‘they’ are ask 


ing $20,000, but I can get it for 


you for $17,500," who do we 
mean? Who is “they?” Aren’t we 
the broker? Haven’t we been call- 
ed in to negotiate for the listing 
and to fix a value that is solid for all 
concerned? Then why try to dodge 
around a too-high price by pin 
ning it on an owner designated as 
‘they.” If there is a “they” in the 
picture, aren't we remiss in not 
eliminating that doubtful factor 
regarding price before we even 
start the sales process? I think so. 

If the price really is too high, 
and we know it, we shouldn’t be 
in the picture at all. We should 
vote “no” on that listing and let 
some other fellow take the repu 
tation-shattering slings and = ar- 
rows that go with such shoddy 
practice. After all, the listings you 
don’t take because “they” want 
to place the sales price out of 
reach are unsaleable anyway. You 
haven't missed anything. 

It takes courage to stick to your 
guns and tactfully insist on your 
price. Sometimes, of course, you 
may lose a sale (to that particular 
customer). But in the end, if you 
are right and the price is right as 
possible, you'll sell it. So what 
have you lost? If you have an ex- 
clusive listing and have properly 
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negotiated with the seller for the 
listing, and if no changes in the 
offer by the proposed buyer justify 
a change in price, the policy of 
sticking to price will pay off in 
the end. 

After all, who are we working 
for? Who is going to pay us? To 
be sure. we have a moral duty to 
the buyer to see that his end of 
the deal is handled honestly, fair- 
ly at a “right price” and on proper 
terms. marketwise. That we owe 
and should deliver. But we are 
truly working for the man who 
pays us, and we owe it to him to 
sell his property, not haggle it 
away in a price-dickering manner 

Surely there are some sound 
virtues to the property which 
justify the price, aa they should 
be dwelt upon. Comparisons 
should be made and every honest 
sales technique used to promote 
and sell your client’s property. 
That includes selling the Svar on 
the rightness of the price you, the 
salesman, placed on it, without 
ducking behind any of those hid- 
den “theys” we talked about. 


Justify Your Price 

The successful salesman goes at 
each buyer with a plan in mind. 
He knows in advance that he may 
be confronted with statements 
about a friend or the buyer who 
bought a house just-like it for 
$5,000 less a few weeks back; or 
other similar homes located in the 
new Country Club district only 
bring so-and-so; or the price is too 
much for an older house despite 
the fact that its built-in a 
and livability are everywhere evi- 
dent 

Are we just to sit back, let out 
a sigh of discouragement and wind 
up saying, “Well, O.K. Let’s cut 
the price $2,500 and see what he’ll 
do?” Certainly not. The salesman 
should know by now that the 
buyer is definitely interested 
partly sold or he wouldn't be 
going into such things. The sales- 
man should know that because of 
all this “asking-taking”’ price busi 
ness, most buyers feel that they 
are shirking their duty to their 
savings account if they fail to put 
up a strong fight for a lower price, 
even after they have mentally 
agreed to buy the property. 

It is up to us to make the buyer 
see with unfailing clarity the 
value of the property at the price 
being sought. That is real linn. 
More aggressive selling will over- 
come every ordinary hinderance 
in the market. It’s the only an 
swer. And, remember this: You 
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grow weaker and weaker by the 
moment when you permit the 
soundness of a deal, the value of 
a property and a buyer’s need for 
it to be dashed and banged around 
in a price-tag scramble. If you 
size the buyer up correctly at the 
start, and it’s a property he can 
afford, then the only question left 
is: “Is it worth it?” 

If it is, you can prove it to him 
right then and there. You can 
pull out some figures from your 
own brief appraisal notes which 
you used when you negotiated for 
the listing. Possibly you can show 
him the loan company appraisal 
you had made to determine mort- 
gage possibilities. That’s an ince 
pendent, unbiased one, of course 

Point out how hard you worked 
to get the listing against competi- 
tors who would have taken it 20% 
higher just to get it and then 
would have faced the three-prong- 
ed “asking-wishing-taking” price 
war before a deal was made 

Be able to make some compari 
sons and, if possible, mention a 
few names of folks who have 
bought nearby homes at compara- 
ble prices. Even if he doesn’t know 
them, he’s a queer bird if he does 
n't secretly feel that if somebody 
else could do it, he can too 

In my opinion, that’s selling 
real estate not from a camp 
stool on a Sunday afternoon while 
a horde of gawkers tromp through 
your open-house property, merely 
having a look-see to pass the time 
away. It’s not done there, It’s 
done in your office, if possible, 
and in any event, in peace and 
uninterrupted quiet wore 
sonalities can work themselves 
into the picture; where your abili 
ty as a counsellor, as well as sales- 
man, can assert itself 


No Need For Price-Cutting 

Yes, everyone hates a price cut 
ter and “hate” isn’t too strong a 
word. There is little need for it if 
real estate people everywhere 
make a determined effort to nego 
tiate listings properly. They there 
by start out on every sale with 
no strikes at all against them, in 
stead of the proverbial three which 
are lodged against every real es 
tate salesman who takes the list- 
ings as they come and trusts to 
luck, volume advertising, desper 
ate buyers, or a tight housing 
market to pull him through 

Hold fast to your faith in your- 
self and what you know about 
your business. It is that quality 
which has built every large solid 
business in America today 





*Over-Personality” 


Can Lose Sales 


How can you be friendly without being undignified? How can you 


gain a prospect's confidence and find out his real housing needs 


without seeming too “personal?” Here are some rules to follow 


in building sincere, friendly relationships with your clients. 


| OW MANY times have you 

met the salesman who is 
over-familiar, who makes us un 
comfortable with a too-personal 
greeting. Perhaps he alludes to 
our expanding waist line or our 
thinning hair, or slaps us on the 
back and asks us uncomfortable 
questions we'd rather not answer. 

This well-learned lesson applies 
in} both directions. When our 
business relationship with any in 
dividual climbs to the personal 
friendship level, the job becomes 
easier, But there’s a fine point 
beyond which it is dangerous to 
tread, How familiar you are with 
business acquaintances may mean 
the difference between 
and failure 

Here are some suggestions cull 
ed from the experiences of suc- 
cessful businessmen 

Avoid personalities. A thin man 
is fully aware of his resemblance 
to a TV antenna. He may joke 
about it himself, but he seldom 
enjoys the joke from someone 
else. The same goes for fat people 
and bald headed men. Friendli- 
ness in business seldom warrants 
even good humor at the expense 
of the other fellow. 

Let him use first names first 
The primary step to a_ business 
friendship is often addressing the 
person by his first name. But we 
can take this approach joo soon 
Experienced businessmen find it 
is always best to let the other fel 
low decide when the “Mr.” is to 
be dropped, and the “Joe” is to 
start. Caution is the sure way to 


success 


avoid stepping on the toes of an 
overly-sensitive person, 

Keep Hands Off. Probably the 
greatest offense in expressing fa 
miliarity is the old slap on the 
back or hands-on-the-shoulder ap 
proach. All of us consider our 
person a private thing. We resent 
anyone pounding on us or even 
touching us. It’s best to forget 
this big brother approach, no mat 
ter how well you know the man. 

Avoid family matters unless he 
brings them up first. You may 
hear that Tom Smith’s son is ill 
and hasten to offer your condo- 
lences, but what if that illness is 
something Tom would rather not 
talk about? If he volunteers his 
concern about the illness, that’s 
another story, but let him bring 
up the subject first 

Steer clear of good advice. In 
our eagerness to “get in good” 
with a prospect, we sometimes are 
tempted to volunteer business ad- 
vice or suggestions. Most people 
consider their business their own 
and, even though our advice 
might be worth a great deal to 
them, they will resent our offer 
ing it without an invitation. 

Wait until all business is fin- 
ished. This is the only time to in 
dulge in personal familiarities. 
Doing so before or during business 
transactions only side tracks the 
other fellow’s attention from what 
you have to say. Once you have 
his attention, hold it until the deal 
has been completed. Then you 
can indulge in familiarities in 
keeping with good taste 
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Keep a dignified level. Most of 
the ill effects of too much fa- 
miliarity a loss of respect for 
us — comes when we lose our 
sense of dignity. If an act of fa- 
miliarity on our part also affects 
the prospect’s dignity, we build 
up a strong wall of resistance that 
is hard to scale. Practically all 
danger of overstepping the bounds 
of good taste can be eliminated 
if we apply the yardstick of dig 
nity to our remarks and our ac- 
tions before we express them. 

Watch relations with employ- 
ees. The salesman who is on “‘jol- 
ly good” terms with the employ- 
ees of a firm with which he is 
doing business will find the man 
he has to sell looks on this with a 
fishy eye. Familiarities with 
members of a prospect’s staff may 
serve to pass away the time, but 
they accomplish little in the eyes 
of the boss. 

Business-like attitudes sell. 
Consistent and worthwhile sales 
rest on the quality of the goods 
we have to sell and on our abili 
ties to put these qualities over. 
Seldom are they made because we 
are a Good Joe or a dispenser of 
robust humor. 

Watch his moods. If you catch 
an individual in an unpleasant 
mood, nothing will irritate him 
more than over-familiarity. One 
of the cardinal principles of suc 
cessful selling is to develop the 
ability of quickly analyzing a 
prospect before starting any sales 
effort. An approach that might 
be good at other times, can com- 
pletely break a sale if the prospect 
is in the wrong mood. 

Pick jokes carefully. A joke 
that will be accepted in a friendly 
manner by one individual may 
be considered in poor taste by an 
other. He may look for hidden 
meanings in your jokes and 
wonder if you're taking a sly dig 
at him. 

If | were you, friend. The min 
ute we utter these words, we in- 
trude on that individual’s privacy 
of decision and action. Perhaps 
what we have to say will be for 
his good, but he or she seldom 
wants to be told so, 

Familiarity in words. Such 
words as “pal,” “Friend,” “Bud- 
dy,” may fit smoothly into card 
game conversation, but they have 
no place in a business conversa 
tion. A friend is carefully selected 
by each individual. Using such 
words as friend or pal instead of 
Mr. Jones or Miss Smith is a sure 
way to become too familiar with 
any good prospect or customer 
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Buyers 
Choice 


| UNIVERSITY VILLAGE, 

a 362-home development in 
Palo Alto, California, builders 
Barrett & Hilp offer home buy- 
ers a unique opportunity. They 
may choose between a conven- 
tional tract home, or a modern, 
architect-designed home 
both built side by side. 

The conventional home, 
with three bedrooms, one bath, 
stucco exterior and two-car ga 
rage, sells for $11.750 with 
$500 down. There are 120 of 
these in the tract, all directly 
adjacent to an architect-design 
ed home. 

Architect Ernest Kump de 
signed the low-cost, modern 
style home. It has three bed 
rooms, one bath and a two-car 
garage-type carport. It is built 
on lots 50 x 100 feet or 75 x 130 
feet, and sells for $11,250 
$500 less than conventional] 
houses in neighboring areas. 


Exterior view at the rear shows gently sloping roof line, concrete patio area 
with a shielding partition for greater privacy. All the homes are built on slab 
foundations and are heated by a central gas heater 
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View of living room shows glass wall with a center door opening onto patio 
Philippine mahogany paneling is featured in the living-dining area. Brick fire 
place ts at right. Bookshelves are provided in a storage wall 


Kitchen features a tile-top sink extending through a room divider into the 
dining area for easy serving. Notice open-beam ceiling construction throughout 
the house. Indirect lighting is obtained by plastic shields which clamp on bulbs 
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TOMETIME this year the num- 
hI ber of motels in the country 
will pass the 50,000 mark. In the 
last seven years, this industry has 
more than doubled in’ quantity 
and probably tripled in number 
of units. And motels have grown 
in size as well. Some are almost 
indistinguishable from hotels in 
facilities and services. 

The motel industry is big busi 
ness at least a billion dollars 
worth. And, like every big busi 
ness, its time for a critical self- 
analysis of the future in terms of 
the past record, 


Will The Industry Keep Growing 

The motel industry will con 
tinue to grow in the foreseeable 
future. Probably the rate of 
growth will slow down somewhat, 
but there will be more new motels 
built for several years. There are 
several reasons for continued 
building 

One reason ts the availability of 
money, The past 15 years have 
been the most sustained period of 
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prosperity ever known in this 
country. Despite rising living 
costs, most Americans have man 
aged to save steadily. Savings 
bank assets are at an all-time 
peak. Insurance companies are lit- 
erally overloaded with funds. Sav- 
ings and loan associations have 
multiplied in numbers and de 
posits. So, not only do individuals 
have money, but there are plenty 
of lending institutions with funds 
to invest. The motel is a “natural” 
for a loan, because in most cases 
it’s a small organization. 

Then, we find in this dynamic 
industry, the seeds of rapid obso 
lescence due to highway improve 
ments. The very thing that cre 
ated prosperity in motels good 
highways — can be the industry’s 
worst enemy. Good roads lead to 
better roads and to superhigh 


Will the motel industry continue to grow? 


Is it becoming overbuilt? 


What about the profits in 1954? 


Are rates and occupancy stable? 


Must new equipment be added to compete? 


Do motels need to have restaurants ? 


These are some of the big quest 


ions facing motel owners and man- 


agers. The answers are important to you for motels are becoming 


more popular as a real estate investment. Here are some major points 


about motels you should know to appraise, build or sell them. 
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ways. Once prosperous motels can 
eventually become isolated. 

Yet, the motorist still requires 
accommodations. One could call 
this the “turnover” of investment; 
replacing obsolete motels with 
newer structures in different lo- 
cations. 

The poorest reason for contin 
ued growth of motels is their al 
leged high profitability. It's bad 
enough that poor bookkeeping has 
fooled many owners into thinking 
their motels are highly profitable, 
but even worse, this misleads 
newcomers into investing in mo- 
tels. 

Actually, the motel business is 
prosperous for relatively few. It 
is true that most motels provide a 
good living, but too few owners 
take the trouble to figure the 
amount of apparent profits that 
come from their own services or 
the normal return on their own 
investment. 

Sometimes the public isn’t 
aware of another reason for the 
growth of motels that is the 
lack of growth of hotels. Between 
1939 and 1953 the number of 
hotels (of 25 rooms or more) in- 
creased less than 10%, although 
the number of motels increased 
almost 300% in that same 15-year 
period. 


What about Overbuilding? 

There is very little doubt the 
motel industry will be overbuilt. 
if not in 1954, then surely by 
1955 or 1956. This is inevitable 
in a dynamic and successful in- 
dustry. However, there are two 
kinds of overbuilding. One is an 
excessive number of motels for 
the available business. This is not 
so bad because the country tends 
to “grow up” to overbuilt indus 
tries barring a major depres 
sion. The second type of over 
building, which we call “overin- 
vestment,” is worse. In this type. 
the investment per unit far ex 
C. Vernon Kane has recently published a com 
prehensive book on motels, ‘‘Motor Courts - 


from Planning to Profits’’ — Ahrens Publish 
ing Company, New York, 1954. Price $5.50 
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ceeds the chances for its return 

By the end of 1953 it was ap: 
parent that motels cost too much 
Investments of $8.060 to $10.000 
per unit were becoming all too 
common. Research shows that a 
motel’s average room rate should 
be not less than $1.20 for each 
$1,000 of total investment. Thus. 
a $10,000-per-unit motel should 
have an average rate of $12 per 
unit. 

Several of the newer. more 
plushy motels are getting such 
rates. This is all right now, but it 
seems doubtful that many can 
keep it up. 


Will Rates Ho!'d Up? 


On the whole, rates and occu 
pancy should continue at their 
1953 levels for the balance of 
1954. The motel owner who cuts 
rates because of some modest de 
cline in occupancy for a tempor 
ary period is his own business 
fool Lower rates never have 
brought greater occupancy when 
motels compete with motels. 

What could happen to motels. 
however, is a peculiar twist of 
fate. The motel industry has seri 
ously dampened the prospects of 
many small-town hotels. In fact. 
the American Hotel Association 
views this with such alarm that 
many pamphlets are issued ad 
vising hotel owners how to recap 
ture the motor trade. Slow-to- 
awaken hotel owners have com 
menced to renovate their yroper- 
ties, to acquire parking lots, to 
build motor entrances and use 
other methods for capturing the 
motorists eye 

The motel industry may find 
its greatest threat lies in the hotel 
industry which one overcon- 
fident motel manager thought was 
“dead and buried.” Far from this, 
many hotels are going to have a 
very strong set of competitive ad 
vantages over motels 

Hotels have better locations for 
the business traveler who wants 
to be near his customers. They 
have lower rates 25% to 50% 
lower than competing motels in 
many areas. Also, hotels have 
very complete services: restau 
rants, laundry, cleaning. and 
cocktail lounges 


Smaller Profits? 


Even if rates and occupancy 
hold to existing levels, the profits 
of motels will become smaller. At 
least three factors account for this 
First. most of the motels in the 
country are comparatively young 

yet they are reaching the point 
where more maintenance is need 


NATIONAL REAL EsTaTeE AND BUILDING JOURNA! 


ed. Aside from normal wear-and 
tear, it will be more important to 
keep up appearances in a competi- 
tive market. Nothing is so disas- 
trous in the hospitality business 
as delayed maintenance. This 
tends to make small repairs grow 
into really large ones that must 
be done at a time when the motel 
can least afford to close for re 
pairs. Despite higher maintenance 
expense, rates and occupancy can 
not be raised; the public expects 
the owner to bear this cost. 

Administration expenses will 
have to be increased to meet the 
public’s most common criticism 
of motels poor management 
Owners will have to give more 
time to supervision and contact 
with guests. This means that peo 
ple will have to be hired to do 
work that owners formerly did for 
themselves. There will be highe: 
advertising costs again due to 
competition. Many motels are get 
ting into direct-mail promotion; 
others are widening their sign coy 
erage; still others have ventured 
info newspaper advertising 

Finally, profits will be decreas 
ed by the expense of operating 
more facilities. This can be 
summed up by saying that in the 
future motel guests will be given 
more for their money. 


What New Equipment Is Needed? 


Air conditioning is rapidly be- 
coming a “necessity” for the 
American home-owner. When he 
travels, he expects the same facili 
ties he enjoys at home. Air condi- 
tioning of motels will be more 
widespread, despite the tempo- 
rary season in many parts of the 
country 

By the end of 1953, television 
was the same as radio was before 
the war a standard piece of 
furniture. Most motels have tele 
vision on a “pay-for-play” basis 
where the guest deposits coins or 
pays a flat rental rate. This may 
have to be a free item some time 
in the future. Caution is advised, 
however. Certainly more courts 
will have television in all rooms. 
but wise owners will not commit 
themselves to unnecessarily high 
investments. Rental sets can be 
owned by others and the “take” 
split 

One of the most common motel 
complaints in resort areas is the 
lack of entertainment facilities. 
Even enroute to vacation spots 
most tourists Want some amuse 
ment. Many motels should consid- 
er children’s playgrounds, adult 
games, or a swimming pool. 
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Though not entirely under the 
category of “equipment,” quite a 
few motels will need refurnishing. 
Many motels were furnished with 
cheaply built, early postwar fur- 
niture that was satisfactory when 
motels were in great demand. But 
as competition is felt, guests’ com 
plaints about poor furnishings in 
crease. Wall-to-wall carpeting is a 
“must” for motels in many parts 
of the country 


Do Motels Need Restaurants? 


Few decisions motel owners and 
managers have to make are as 
significant as food service. This 
may be a small coffee shop or a 
full-fledged restaurant. The deci- 
sion is important in either case 

The restaurant business is tra 
ditionally a low-profit industry. A 
profit ratio of 5°% on sales is con 
sidered good. It is just as time-de 
manding as motel operations, and 
it requires more skill at the out- 
set. There are many more bank 
rupt restaurant owners than motel 
owners and most of the failures 
are from lack of experience 

Consider these factors 

1) Cost of facilities in relation- 
ship to probable profits 

2) Distance from reliable sour 
eS of raw foods 

3) Experienced supervision 

+) Knowledge of qualites and 
quantities of food 

5) Menu planning 

6) Availability of employees 

The typical motel owner 01 
manager should not even consid 
er installing a restaurant unless 
he must. It is possible that the 
continued success of a motel may 
require food service. In a few 
cases, motel managers have re 
ported higher occupancy at better 
rates with food service, but this 
is a rarity. Some have ducked the 
problem by giving away free 
breakfasts. Others have encow 
aged experienced restaurant men 
to construct nearby even to the 
point of investing money 

Motels still represent a wise in- 
vestment for realtors. There is a 
tremendous backlog of desire in 
almost every category of Ameri- 
can industry and commerce to get 
into the business. At the same 
time, there is a growing number 
of owners who wish to get out 
not because it’s unprofitable, but 
because of their physical inability 
to cope with the demanding man 
agement problems. These are the 
middle-aged investors who went 
into motels with the mistaken idea 
that they are easy to manage 
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@ IN FLORIDA 


N MYRTLE GROVE, a new subdivision in north 

west Dade County, the Rood Construction Com- 
pany has built and sold 700 new homes on a “no 
down-payment” basis to qualified G.I.s. Prices for 
these homes are from $9,400 to $11,000. 

All the homes have three bedrooms. Eighteen dif- 
ferent styles are available, some with one-and-a-half 
baths, some with two full baths. All the homes are 
on minimum 75 foot by 100 foot plots. 

Buyers may have any one, or all five nationally 
advertised electric appliances with their houses and 
the cost is automatically included in their mortgage. 
These appliances are a full-size electric range, a 
9 cubic foot refrigerator, an under-counter type dich. 
washer, washing machine and garbage disposal unit. 

Financing is arranged by J. I. Kislak Mortgage 
Corporation of Florida. A $50 initial deposit is re- 
turned to the buyer when the contract is closed. 
Thirty-year G.I. loans are available. 

Myrtle Grove, 15 minutes from the heart of down 
town Miami Beach, will have its own central water 
supply and sewage disposal system. It already has an 
18-acre lake, playgrounds and sites have been set 
aside for churches and elementary schools. Streets 
will have 20 foot wide paving with 8 foot shoulders 
and 5 foot sidewalks. 

The Rood Construction Company plans to com 
plete 1,135 such homes in Myrtle Grove in a year 


Homes Our 


Readers Are 


Building 


e IN OHIO 


TT" {ESE four-room brick homes with an unfinished 
second-floor were built by the Faxon Realty Com 
pany, Cincinnati realtors and builders. The first 
group was started in October, 1953. 

The subdivision has 25-foot concrete streets, pub- 
lic water, gas, electricity and both sanitary and 
storm sewers. The homes are built on lots with a 
minimum 50-foot frontage and 140-foot depth. The 
foundations are 32’8”x24’8”. 

Some outstanding features include poured con 
crete foundations, full basements, ot hardwood 
floors, automatic gas heat and water heater, Briggs 
toilet fixtures, steel window sash by Steelcraft, plas 
tered walls and marble window sills. Storm ene 
front and rear are aluminum, plumbing is all cop- 
per and the front yard is sodded, has shrub bushes 
and a shade tree. 

The living room is 14’8”x11’6”, the front bed 
room 12’x11’6”, and the rear bedroom 12’6”x8’6”. 
Oak stairs lead from the living room to the second 
floor where there is space for two more bedrooms. 

The kitchen-dinette features Armstrong linoleum. 
Westinghouse “Micarta” sink tops and Mengel 
kitchen cabinets. Heating is by American Standard’s 
“Sunbeam” furnaces ro there is a Rheem hot water 
heater. 

The Faxon Company planned for a huge crowd 
of visitors on sale day, and drew large financing 
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charts on plywood backboards which were displayed 
outside the model home. Prices range from $14,170 


DULON VALE SUBD ViISIOR 


confused about what homes were still available. At 
the end of the first day, all of the 73 homes were 





to $14,589 and payments per month are from $68.04 sold. A sign which read, “Sorry! We sold out in one 

to $70.12. Renkaie were financed with a minimum 

down payment of $750 and a 30-year G.I. loan, 

though many buyers made larger down payments 

and arranged for 20- to 25-year loans. had to be 
Two men were kept steadily busy on the sales day 

putting up 


“ec 


Latest in Luxury 


‘oe last addition to Manhattan’s midtown skyline is a 20 
story luxury apartment building at 220 Central Park 
South. The 125-apartment structure is owned and managed 
by the J. H. Taylor Corporation. 

A wide variety of apartment layouts are available rangin 
in size from two to six rooms, plus several specially dnlamed 
terrace apartments. Unusually spacious room sizes are empha- 
sized to prospective tenants. Some living rooms measure up to 
30x15 feet, and bedrooms are as large as 18x12 feet. 

Complete General Electric kitchens with dishwashers are 
featured in all the larger units. Large entrance foyers, special 
outlets for air conditioning and master television antenna are 
other tenant-attracting items. 

Another outstanding luxury feature is a hot water heatin 
system which offers tenants finger-tip heat control in each 
apartment. 

There are separate maids’ rooms on the ground floor, 24- 
hour doorman attendance, a basement garage for tenants’ cars 
and a house-phone system operating through the central service 
desk. Four high-speed electronic elevators serve the residents. 
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day!” was specially ordered and erected by the 
harrassed but ha 

A full week o had been planned and 
hastily cancele day’s sell 
out. To keep home-starts rolling, plans for the future 
sold” signs so new buyers wouldn’t be include 81 more homes of a similar type 
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CAN A NURSERYMAN USE 
cash basis same as a farmer? The 
Tax Court, in Stokes v. Comm., 
has ruled that a taxpayer who 
operates a nursery can keep his 
books and report his income on a 
cash basis. This means that he 
can include as operating costs the 
cost of plant and shrubs purchased 
during the year and disregard the 
fact that he has sold less than he 
has purchased. It precludes him 
including an inventory to deter 
mine his profits for tax purposes 


UNITED STATES CITIZENS 
abroad. Revenue Ruling #291 
offers suggestions and help to 
United States citizens who are 
employees of foreign or domestic 
corporations and working abroad. 
To become eligible for exclusion 
of income from taxation by the 
United States an employee must 
be away from the United States 
for 510 days in an 18 months con- 
secutive period. It is possible if all 
the facts are presented as called 
for by Revenue Ruling #291, to 
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get an extension of time for filing 
returns which may be due in the 
interim period. A booklet has been 
prepared and is available from the 
Director of Internal Revenue in 
your district. Ask for “Income 
Tax Guides for United States Citi 
zens Abroad.” 


WHAT ARE REASONABLE 
salaries for corporate officers? The 
tax court (Pauluhn Electric Manu 
facturing Company, CA-2) rea 
soned this way and it was af 
firmed: that the corporation’s 
profits were less in 1945 than in 
1944; that one officer contributed 
more services than the other. 
Therefore, flat $20,000 per year 
to each of them was disallowed. 
The court held $17,000 and $14. 
QOO for 1944 and for 1945, $15.- 
000 and $12,000 respectively. 


WHEN TERMITES SUDDEN- 
ly invade your house can you 
claim a casualty loss? The District 
Court For Eastern Missouri says 
yes, when they ruled on Shop- 








NATIONAL REAL ESTATE SECTION 





(See page 44 also) 


Cardboard 


MADE TO ORDER 
FOR EVERY PURPOSE— 
REAL ESTATE, BUSINESS, 
ETC. SIZE 14°%22" ON 





CTIVE pvisPLay 


, ADV. 
1702 W. 198! i 





REAL ESTATE WANTED 


Desire to purchase central, downtown 
real estate in any city, any size, in any 
state if leased and occupied by retail 
ers with high credit ratings. Reply to 
investor, P.O. Box 3, Birmingham, Ala. 
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LANCELOT STUDIOS 


100 SEVENTH ST., PITTSBURGH 22, PA. 
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maker v. Comm. The suddenness 
of their appearance and damage. 
proved by the taxpayer. was the 
basis for “ellowance of the cost of 
repairing the damage” under Code 
Sec. 23 (e) (3). The judgment 
was also on authority of Rosen- 
berg v. Comm., (CA-8) 52-2 
USTC, 198 Fed. (2nd) 46. 


IS THE COST OF 
your home? Most houses are 
eventually sold. Most home own- 
ers add improvements from time 
to time during their ownership of 
a home. It may profit you as a 
home owner to keep accurate re¢ 
ords of such improvements. The 
decision of The District Court, 
Texas, in Crossland v. Comm.., 
itemizes such improvements as 
New roof, paving of street, con 
crete driveway approach, drive 
way graveled, kitchen sink, back- 
yard fence, chicken house, trees 
and shrubs, front concrete walk 
and steps and general overhaul of 
house to make it ready for sale are 
all additions to the original cost. 
Property owners in the middle- 
west have had considerable 
drought damage to their homes 
caused by settling basement walls, 
etc., during the past year. Floods 
did much damage in the past 
three years, especially in 1951. I 
have had the opportunity of re- 
viewing some claims where the 
Revenue Service has refused to ac 
cept the full losses reported. A 
basic principle which every tax- 
payer ual keep in mind is that 
only the original cost can be re- 
covered, regardless of the ap- 
praised loss at the time of the 
damage. It is always more con 
structive if the specific damage 
can be repaired and the replace- 
ment cost used. The losses should 
also be taken in the year of their 
occurence or the returns for that 
year amended to show the claims 
Submitting complete and under 
standable information with the 
return will the Revenue 
Service in making a decision. 


WHAT 


assist 


BUSINESS ENTERTAIN- 
ment expense. Under a recent Tax 
Court decision (Sutter v. Comm., 
TC 10/30/1953) when you enter- 
tain your customers you not only 
may incur ordinary and necessary 
business expense but personal ex- 
pense well. That portion of 
such entertainment expense which 
is attributable to the taxpayer or 
his family is not deductible. ‘Twen 
ty-five percent of the entertain 
ment expense deducted by the tax 
payer cited was allowed. 


as 
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From Journal Readers 


(Continued from page 14) 


advertising; also that our reputa- 
tion in the community is what 
people say behind our backs. But 
you will agree that all sellers 
want a high price for their prop- 
erty. If the seller insists on too 
high a price, you say “Don’t take 
the listing.” If this happens fre- 
quently then won't these sellers 
pass the word around that so and 
so is no good as he wants to list 
the property only at a give-away 
price? This is all said behind our 
backs. Won't this eventually de 
stroy a broker and keep people 
who want to sell from going near 
him? 

Or do you think that in the 
long run the broker who only lists 
at a fair price will come out on 
top? Some brokers take any list- 
ing as long as they can sign up 
the seller with an exclusive, in 
the hopes that the right buyer will 


come in from the East or an in- | 


experienced buyer will pay the 


high price. Or if the listing broker | 
can only take a deposit the seller | 
may accept it, even if it is at a | 


lower than the listing price. Or 
the broker is mad if he can’t get 
the listing at a fair price, then he 
will tie up the seller with an ex 
clusive right to sell, as long as he 
gets the seller’s signature. And 
the broker won’t even advertise 
it or try to sell the place. 

I found that in many cases 
where I refused to list a place be 
cause of the seller’s high asking 
price that some other broker listed 
the place at the asking price and 
then accepted an offer at a much 
lower figure. 

I only list a place at a fair 
price. But I often wonder whether 
[ am doing the right thing to 
build up a good reputation in the 
community. Am I growing or am 
I falling behind? I have a feeling 
that the word is being passed 
around that I want listings at 
give-away prices 

Yours truly 
Lours ARONSON 


Los Angeles, Calif. 


Dear Mr. Aronson: 

If you decline listings at what 
you know are “reasonably fair” 
prices only in order to get them 
at what you term “give-away” 
prices why, of course, you can be 
classed as “no good.” I don’t be- 
lieve you do that. They may seem 
like give-away prices compared to 
the sky-high variety placed upon 


(Please turn to page 39) 
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Wonderful 


iy oyato(oiaclia 
cooling for every need 


The widest choice and wisest choice in room air 
conditioners for hotel, motel, home, or office! 


There is a beautifully styled Wonderair for every 
cooling need. Which one fills the bill best for you? 
Send coupon for help in proper selection of the right 
capacity and style for your room or office. 


Low price! Straight 
full-power cooling at | 
lowest cost. *4-hp. | 
capacity is ideal for | 
most offices, guest | 
rooms. Simple styl- x 
ing, quietness, com- 
plete dependability. 





Ce Cf 


Ventilation 


(i. 


Cooling and Full Cooling 


Ventilating 


Beauty! Full-power cooling, cool- 
ing and ventilating, ventilation, 
exhaust, night turndown—in the 
smartest cabinet on the market! 
These luxury models, with one- 
dial control, are available in *4- 
and 1-hp. models—and in models 
that cool and heat! 


1-Dial Control 


Projects only 
5” into room 


Fits any window! Full-power, '»- 


and ',-hp. cooling, cooling and 
ventilating, and ventilation —ideal 
for smaller rooms. Trim cabinet is 
really smart—offers exclusive, 
simple pull control. 


Wonderair 
ROOM 
AIR CONDITIONERS 


Products of Servel, Inc., 
Air Conditioning Division 


SERVEL, INC., DEPT. NR-64, Evansville 20, Indiana 
Please send more information on the wide line of Wonderair 


Room Air Conditioners. 


Name 
Address 
City 
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Years ago, a copy of an original abstract of title made by an ac- 
credited company was considered merchantable, but a copy of a 
copy was not. Our legal editor gives facts about what types of 


copies are now admissible. 


when Abstracts of 


| remember, 
Title were in common use, the 
many arguments we used to have 
about “copies.” If an original ab- 


stract had been made by an ac 
credited company, a copy of the 
original made by an accredited 
company was considered a mer- 
chantable abstract, but a copy of 
a copy never was. 

The reason for this is obvious 
In making a copy of an instru 
ment a mistake may be made in 
copying, but in copying a copy 
the danger of a mistake was dou 
bled. A custom developed of tak- 
ing a chance on meer mistakes 
in the first copy, but the custom 
was not carried so far as to taking 
the greater chance of mistakes on 
a copy of a copy. 


Argument No Longer Exists 


Many lawyers did not know, or 
pretended not to know this, and if 
you made an objection in your 
opinion: “The abstract from June 
4, 1882 to June 9, 1890, is a copy 
of a copy and is therefore un- 


merchantable,” they would act 
surprised and say they had neve 
heard of such an absurdity. 

With the use of policies we 
don’t have that argument any 
more, and the young Geese never 
has had it. This is lucky for him. 
but it is not lucky for him that he 
has never examined abstracts. The 
examination of abstracts teaches 
one real estate law in a way that 
cannot be surpassed. 


Abstract Not Demanded 


I remember on many occasions 
clients came into our office who 
were selling their property, and 
who had no abstract. In early 
days people were not as careful in 
buying property as they are today 
and didn’t insist on an abstract. I 
would go out to his neighbors and 
borrow an abstract. Then we 
would have the Chicago Title & 
Trust Co. copy it from the govern- 
ment on down. This saved our cli 
ents a lot of money, because it 
cost much less to have a copy 
made than to have an original 
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made. In copying an abstract the 
company is not liable for a mis 
take in the original but it is liable 
for a mistake in copying. 

In the early history of Chicago 
we had many fly-by-night ab- 
stract companies. Many abstracts 
were made by individuals, notary 
publics and lawyers. Later when 
all this business became concen- 
trated in the Chicago Title & Trust 
Co., lawyers who examined titles 
had a list of the accredited com- 
panies, and in examining an ab 
stract always checked with this 
list. Most lawyers did not, and do 
not now, consider abstracts made 
by the Recorder as merchantable. 

The better abstract companies 
always kept letter press copies of 
abstracts made by them. This was 
necessary to protect themselves 
against liability for a mistake that 
was forgery. A copy of an abstract 
made from a letter press copy was 
considered a copy of a copy and 
was unmerchantable, and know- 
ing this the Chicago Title & Trust 
Co. could not make such a copy. 
This seems to be carrying the 
thing too far, because there could 
not be any mistake in a letter 
press copy. 

The Burnt Records Act passed 
after the Chicago fire, made it per 
missable to establish title by “an 
abstract of title made in the ordi- 
nary course of business” prior to 
the destruction of the title papers. 
Under this statute it was not per- 
missable to introduce letter press 
( opies. 


Inconvenient Ruling Amended 


In the case of Compton vs. Ran- 
dolph, 104 111. 555, the court said: 
“Petitions, to sustain their title, 
gave in evidence, over the objec- 
tions of the defendants, a copy of 
a ‘letter press copy’ of an abstract 
of the title made in the ordinary 
course of business, and also the 
‘letter press copy’ itself. This was 
an error. The statute has made an 
‘abstract of title made in the ordi- 
nary course of business’ prior to 
the destruction of the title papers, 
competent evidence to show title 
to land, but it has not made a 
copy of a ‘letter press copy’ of such 
abstract, or the ‘letter press copy’ 
itself, competent evidence.” 

This caine caused a great in 
convenience and when the act was 
amended it was made to include as 
admissable “letter press copies.” 
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From Journal Readers 
(Continued from page 37) 
properties by your over-anxious 
or poorly-informed competitors, 
but a moment’s honest reflection 
will prove that if you follow the 
advice about how to determine 
what a fair and honest price is it 
will not be of the “give-away” 

variety. 

Here’s what will really happen 
if you take the medicine aaa fol- 
low it. You will sell more houses 
more quickly than your competi- 
tors. Both sellers and buyers will 
note this and will note why. They 
will learn that when Aronson of- 
fers a house it is “right” because 
he is “right” and has proven him- 
self so. This sort of news travels 

travels fast. Almost as fast as 
bad news or gossip. 

I am positive from experi- 
ence - that the broker who hews 
to the line in this respect will 
come out on top in the end. That 
was one of your questions. That 
is the answer. 

Now, of course, we must de- 
fine what we mean by “on top.” 
If you mean making the most 
deals, building the greatest vol 
ume of sales, receiving the most 
commissions, I don’t know. Sure- 
ly we must all have learned by 
now that our yearning for happi- 
ness, peace of mind, freedom from 
tension and the resultant illnesses 
will not be satisfied by further 
and more intensive developments 
of our technical skills. We are 
yractically surfeited with “know 
how” and where is it getting us 
in terms of things of real value? 
We may be “on top” all right but 
on top of what? I would call it a 
powder keg ready to blow. 

I think that if we are to seek 
real progress in our business it 
must be measured not alone by 
monetary successes but also in 
terms of social and ethical values 
as well. We must learn to interre- 
late monetary values with things 
of extrinsic value. 

When a seller is rejected be- 
cause you won't take his listing at 
the high figure and later some 
other broker finally sells it at ap 
proximately your “fair” price, 
don’t you feel that such a seller 
must feel within himself that you 
were the most skillful of the two 
after all? I am sure you do, and 
while this may mean nothing in 
extrinsic values, such as money, it 
certainly will rate high on the in- 
trinsic scale. This is the one you 
want to rate on after all because 
you are building a business not 
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just fishing for commissions 
and you want to be known for 
what you know, how skilful and 
intelligent and helpful you are, 
rather than for the mere dollars 
you manage to rake in over the 
years. 

The broker who takes any prop- 
erty at a super-high figure, hop 
ing, as you put it, “that he will find 
an uninformed buyer or that a 
buyer who doesn’t know will come 
in from the East and buy it,” is 
certainly taking the shortest, swift- 
est route to eventual destruction. 
Those buyers don’t stay uninform 
ed for very long and when they 
find out what happened to them; 
that they were “took” as the cur 
rent phrase has it, the hollering 
will start and will be loud and 
long. And, since we both agree 
that “what” people say behind our 
backs is our reputation in the com 
munity, the reputation of that 
broker won't amount to much 
under that kind of justified attack. 

No sir, I don’t see how you can 
feel that you are slipping behind 
because you refuse to put the dol- 
lar and the commission before 
honest, well-developed friendship 
building operations. 





So, you just keep right on doing 
as you are doing ame out what 
a property is worth es nearly as 
you can (appraising still isn’t an 
exact science), spend a lot of time 
convincing your prospective sell- 
ers that you are actually working 
for their best interests under such 
a plan, and you know what? The 
yroperties you list and sell will 
a” Randled at far less advertising 
and other costs than you believed 
possible. Your sales time will be 
reduced about 60%. Your buyers 
will know, even if they check on 
you, that they were treated fairly 
And best of all, you'll sleep swell 
in that good California air and 
everyday will be full of sunshine 
of one kind or the other 

Sincerely 

Fart TeECKEMEYER 

Indianapolis, Ind 


For Quick Action 
Use the Journal 
Classified Section 








DWYER 
KITCHENS 


for 





new apartments 
and remodeling 














Made complete in the Dwyer plant by an 
organization specializing in compact kitchens for 
more than 26 years. Durability and tenant appeal 


Modern gas or electric ranges 
(AGA and Underwriters ap- 
proved), efficient electric re 
frigerator with freezer com 
partment and pushbutton door, 
deep bow! sink-and-worktop, 
storage cupboards... stream 
lined into compact units 48 to 
69 inches wide. 


Fronts and worktops of gen 


vine vitreous porcelain. Never 





require repainting; wash clean 
with soap and water. 


proven in thousands of nationwide installations. 


Mail this coupon for 
literature. 


SEND FOR FREE BULLETINS ON DWYER KITCHENS. 





Name — 


Firm—— 





DWYER 
PRODUCTS 


Address——_— 





CORPORATION 





Town 


- State——_— 





Dept. K64 
MICHIGAN CITY, IND. 
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DWYER PRODUCTS 


CORPORATION, K64, Michigan City indiana 
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REALTORS 
EVERYWHERE 
ARE 
TALKING ABOUT 
THE 
SENSATIONAL 


“DEAL SAVER" 
FILE ENVELOPES 


@ No more searching for mislaid papers! 

@ Progress of the deal visible at a glance! 

@ Nothing is omitted — nothing can be neglected! 
© Designed especially for you! 

@ Durable construction! 


FOR LEGAL SIZE FILES FOR LETTER SIZE FILES 








Deal Saver Sr.—10°x15" Deal Saver Jr.—9'x12’ 


100 or more each 10c 100 or more each 9c 
(Less than 100—12¢ each) (Less than 100—I1l¢ each) 

















WRITE FOR FREE SAMPLES 
OR SEND CHECK FOR TRIAL ORDER 


Prices F.0.8. Royal Oak 3% Sales Tax in Mich. 


THE LINCOLN PRESS tovavoan: micu. 














ATTENTION REALTORS! 





We are now in the process of publishing a brand 
new real estate atlas of the principal cities and 
new decentralized shopping centers located in the 
Pacific Northwest and Pacific Southwest. The fol- 
lowing eleven states will be included: 


ARIZONA MONTANA OREGON 

CALIFORNIA NEVADA UTAH 

COLORADO NEW MEXICO WASHINGTON 

IDAHO WYOMING 
Also 


Vancouver, B.C. Victoria, B.C. 
Honolulu, Hawaii 


This new edition will be available to you in the 
early fall and will be displayed at the 1954 con- 
vention of the National Association of Real Estate 
Boards in Cleveland. 


Clo kings - Aerial Views 
Photographs — Real Estate Histories 


Established 1924 


NIRENSTEIN’S NATIONAL 
REALTY MAP CO. 


377 Dwight St. Springfield 3, Mass. 








Chinnock Interview 


(Continued from page 23) 


were investigating now. These practices are giving 
the entire real estate industry a black eye. 


Q Are you going to take any forceful action to cor 
rect this? 


A Most certainly. We're taking definite steps but 
we must proceed cautiously. We have to have proof. 
For example, I have a case right on my desk of a 
firm that impresses owners with sky-high listing 
prices on their properties. The firm advertises a 
listing a few times, after receiving a sizeable fee in 
advance, and then lets the property stagnate as far 
as sales effort is concerned, With a little more proof, 
we'll pull the rug right out from under that firm. 
Everything we turn up will be given to the license 
law officials for action in their respective states. 


Q NAREB has a License Law Committee, but are 
these particular investigations going to be the princi- 
pal job of any one group within NAREB? 


A Were planning an executive committee meet 
ing 60 days before the annual NAREB convention 
in November to delve into this. We're going to 
take forceful action because we feel the problem 
is just as grave as you do. Any companies guilty of 
such unethical practices had better get their skirts 
clean in a hurry. 


Product Progress 


(Continued from page 18) 


to light pastels. This new product is called Texolite 
Texture and is manufactured by the United States 


a Company of Chicago. The ago of 


such light, subtle, textured colors is due mostly to 
their ability to hide small imperfections in the walls, 
and, also, a light texture softens the color, the manu- 


facturer says. 


A Tile That’s Textured oe 


Production of a new, hard-glaze crystalline ceram 
ic tile named “Duraflor,’ has been announced by 
Royal Tile Manufactur- 

ing Company of Fort 

Worth. Designed to re 

duce slipping, resist 

scratching and ease clean 

ing, the new tile comes in 

12 colors engineered to 

harmonize with Royal's 

established line of wall 

tile, Gloss-Tone. Duraflor 

is produced in 414-inch 


| squares and 3-inch hexagonal patterns. Pictured are 
| some of the texture patterns achieved through the 


crystalline process, which breaks the color glaze into 
an unstudied design of light-and-dark values of the 
tile’s color 


It’s a Natural 6-6 


A new type of full-bodied fast-drying finish is be- 
ing marketed by McCloskey Varnish Company of 
Philadelphia. Known as Dura-Swift, this new pro- 
duct will cover about 350 square feet per gallon and 
is dust-free in 10 to 20 minutes and ready for re- 


(Please turn to page 42) 
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Shutters are easily adjustable. The louvers are link- 
ed to a dowel that can be raised or lowered to de- 
termine the amount of light or air desired. Half the 
thirty white panels covering this window are open 
and half closed to form an attractive light pattern. 


These shutters can be folded back away from the 
window for complete opening. During a sudden 
storm, they close and become weather proof. 

‘ . weer 


a 


Se shutters becoming popular again? Some 


builders seem to think so, and we're inclined 

to agree with them. Their popularity doesn’t seem 
limited to windows either. Builders are using 
them as doors or room-dividers as well 

In planning your new homes, you want to in 
clude all the items that will add attractiveness and 
sales appeal (within limits, of course). Here are 
shutters used in several different ways. You'll 
find them available in a variety of materials and 
sizes too. They can match a room's woodwork, or 
the paneling in a den, and they're adaptable to 
any style of architecture 

Perhaps these will give you some ideas of your 
own for including the sales-appeal of shutters in 
those new homes you're building this year 


These natural wood shutters blend with a wood paneled wall. Notice the effect of 
using both curtains and shutters on the same window area. Used as doors or room 
dividers, shutters give the home a feeling of lightness. And they blend nicely with 


provincial, traditional or modern design. 


Shutters 
Add 
Sales 


ITLL LAL 


Appeal 
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YOUR WAY 
TO SALES 





Know how to attract prospects? 
Show them your product. That's 
difficult in the real estate business, 
but you can do it with an eye-catch- 
ing photograph, easily-readable in- 
formation — both mounted on the 
attractive background of an Acme 
Bulletin Board. We have a variety 
of appealing styles with oak, wal- 
nut, mahogany, or aluminum frames 
in sizes from 16” x 20” to 58” x 20”. 
Write today for our illustrated 
folder. 


| Product Progress 


(Continued trom page 40) 


coating in one hour. Dura-Swift is a transparent, 
low odor, protective coating for new or old wood and 
is highly resistant. 


Stone Ideas ad 


A four-page booklet has been prepared by the 
Finger Lakes Stone Company, Ithaca, New York. 
This booklet portrays, in full color, the warm effect 
that natural stone can achieve in home construction 


Doorway to Greater Safety a 


Manufactured by the Building Products Division 


| of American Welding and Manufacturing Company, 


Warren Ohio, this sliding 
closet unit is designed for 
use in both homes and 
apartments and features 
non-locking door -pulls 
that make it impossible for 
youngsters to lock them 
selves in. It is a_ space 
saver, makes closet shelves 
more accessible, simplifies 
furniture placement and 
blends well with any de- 
cor, the manufacture: 
says. 


Colored Storefronts 6-9 


A new line of colored ribbed metal mouldings for 
facing and decorating new buildings, storefronts and 
service stations as well as 

for interior usage, has been 

developed by the Pitts 

burgh Plate Glass Com 

pany. To be known as 

“Spectrim,” the product is 

available in six colors plus 

natural Alumilite and will 

be manufactured in eight, 

six, four, two and one-inch 

strips with a full line of 

companion mouldings 

Spectrim can be sawed or 

bent on the job without af 

fecting the finish and is 

designed to permit a range 

of colorful decorative effects for architect or builder. 


* |BULLETIN COMPANY 


37 EAST 12TH STREET, NEW YORK 3, NEW YORK 


LONG 
or TERM 
LEASE 


FOR HOTEL PROPERTIES! 


Why not lease or sell your hotel to the 




















world’s largest hotel chain operating from 


COAST TO COAST 


Our representatives will be glad to call on you 


Book Shelf 


(Continued from page 12) 

Part I describes the organization of the San Francisco 
Bay area homebuilding industry in 1949 and 1950 
The men who manage building firms are discussed 

' as well as their methods of production 
The second section is the author’s evaluation and 
analysis of homebuilding’s efficiency, based on the 
| information in the first part and some additional 

ity and outstanding security — | statistics. 

In the final chapter Maisel points out where home- 
building can become more efficient. Says Maisel. 
“The speed with which the housebuilding industry 
brings about these gains for itself and the house- 
| holders of its country will depend upon the rate at 
which it gathers available knowledge about itself and 

puts that knowledge to intelligent use.” 
(Housebuilding In Transition, by Sherman Maisel 
University of California Press, 1953 $5.00. ) 


and discuss your terms 


For satisfactory arrangements, utmost dependabil- 


WRITE or CALL COLLECT, H. J. DALDIN, 

REAL ESTATE DEPARTMENT, 3500 BOOK 

TOWER BUILDING, DETROIT 26, MICHIGAN 
‘PHONE WOodward 2-5400 











June, 1954 NaTIONAL Rear Esratre AND BUILDING JOURNAL 





IGH-PRESSURE selling is 

hard to define specifically. It 
is likely to be somewhat confus- 
ing to think about, because some 
of its basic ingredients are the 
very same elements we find in ex- 
pert salesmanship. The difference, 
it seems, lies in the skill or the 
lack of skill — with which these 
elements are combined. 

I believe, along with a great 
many others, that selling should 
be persuasive. But I also believe 
in persuasion by leading, rather 
than persuasion by attempted 
force. There is almost nothing as 
sor egy as patiently spelled-out 
yenefits the buyer will enjoy if 
he chooses to invest in our product 
or service. 

I believe, too. that selling must 
be enthusiastic. Some measure of 
the salesmen’s enthusiasm for his 
product must shine through his 
sales presentation if it is to be 
most effective. But the salesman 
who confuses action and noise 
with honest enthusiasm is only a 
sort of clown. 

I believe that salesmanship 
must be persistent. But persist- 
ence easily becomes unbearably 
boresome. We can make persist 
ence palatable, but only if we give 
the prospect some selfish reasons 
for being interested in further ex 
ploration of our story of potential 
benefits. If he slams the door of 
his mind against what seems to 
him to be sheer pushiness, it’s 
going to take a sol deal of doing 
to get him willingly to open it 
again. 

So, persuasiveness, enthusiasm, 
versistence they’re all attri 
owen of the successful salesman. 
But the trouble is that these same 
qualities, clumsily combined by a 
man who is largely insensible to 
the nuances of prospect reaction, 
produce what the mike wraps up 
in the term “high pressure.” We 
meet these men entirely too often. 
They are doing selling a great 
deal of harm. 

Just what is high-pressure be 
havior, anyway? What does a 
salesman do to lose the respect of 
his prospects to the point where 
they dislike him, distrust him, dis- 
miss him? 

The high-pressure salesman is a 
hot-rod boy. He’s obviously going 
somewhere mighty fast. He ap 
proaches his prospects with smoke 
pouring out of his ears. People 
don’t hke to be assaulted. (Have 
you ever had a Great Dane try to 
climb into your lap?) 

The high-pressure salesman is 
a fast talker. He rattles like a car- 
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High-Pressure 
Selling? 


nival barker, paying little heed to 
whether his prospect is following 
his meaning. I know one member 
of the fraternity who, about every 
fourth sentence, interposes the 
query, “Do you follow me?” and 
never waits for an answer. The 
making of a sale is a development 
of a thought process. There’s no 
profit in whooshing off into the 
wild blue yonder if the prospect 
still has his feet in the tall grass 
on the ground. 

The Rich pressure salesman has 
too fast a draw on the order blank 
and the fountain pen. He hasn't 
yet laid the foundation for a sale, 
but he wants a signature and he 
wants to leap on his motorcycle 
and move down the road. There 
are lots more prospects in the next 
county, aren’t there? 

The high-pressure salesman 
takes off on a panegyric about his 
product without so much as three 
minutes of exploration to learn 
whether the prospect has a need 
for the product and, if so, what 
the nature of that need might be. 
Me, me, me. No you, you, you. 

The high-pressure salesman 
talks down to his prospect. He 
communicates that air of omni- 
potence that makes so many peo- 
ple hate Winchell. He radiates the 
cocksureness of a bantam rooster. 
“You poor benighted soul! .. . let 
me tell you what to do!” All of 
this looks pretty silly, because 
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there are usually holes in his 
statements big enough to clear a 
McCormick combine. It becomes 
eminently clear to the prospect 
that the salesman doesn't know 
what he’s doing himself, so he’s in 
no position to give anyone else 
advice. 

The high-pressure salesman 
consistently avoids the specific. It 
takes study and time al patience 
to be specific, and he hasn't stud- 
ied, and he hasn't either time or 
patience. His language, therefore, 
runs to such expressions as “ter 
rific,” “marvelous,” “better than 
anything else on the market,” “a 
hot investment,” ‘a value that 
will walk right out of your store.”’ 
Ask him a question which re 
quires a s cific answer, and you 
get noises but no information. 

The high-pressure salesman 
attempts to use hurry-up closing 
devices that would insult the in- 
telligence of a two-year old mon- 
key. He particularly likes to try 
to build a false sense of urgency 
because ‘“‘we have only a few left,” 
or “this offer may close next 
week.” Very, very few raw ma- 
terials and finished goods items 
are in short supply today. No re- 
spect is so thoroughly dead as the 
respect that is killed by bare-faced 
untruth 


Reprinted from 
Sales Management Magazine 
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NATIONAL 
REAL ESTATE SECTION 


(See page 36 also) 


Tr aining FOR___ 


FUTURE REAL ESTATE 
Brokers, Appraisers, Managers 


Investigate our Home Study and Residential 
courses in Real Estate. Includes all phases of 
the business. Send for big FREE CATALOG 


ieday; No obligation, Approved for World | Perhaps one of the finest examples of the meaning of the term, 


WEAVER SCHOOL OF REAL ESTATE “Realtor,” was Louis F. Eppich, 1923 NAREB president who 
Dept. RE passed away on April 13 in Denver. “Uncle Lou,” as his thou 
Suite 300 Low Sidy. “ances City, Me. sands of friends called him, was active in his profession until the 
last. For example, he flew to Los Angeles in November for the 
Aik anid a: tees, Gites Shain ut totes os 1953 NAREB convention, attending and contributing to many of 
buy 25 to 60 ft. frontage in 90 to 100% area in the sessions. (It was the privilege of this writer to Sgn ew 
cities 12,000 to 125,000 anywhere. Brokers’ co- him on the plane.) As NAREB President Ronald J. Chinnock 
ew invited. Edw. Michell, 276 - Sth Ave., said in a tribute to “Uncle Lou,” his spirit will “live on as a sym 
ideas! bol of high-minded service.” 



































NEED VACATION HELP? Our Canadian friends are extending their hospitality to all realtors 
during the week of October 17 to 20 for the 11th Annual Confer 
Call MANPOWER, INC. . . gs 
“ ence of the Canadian Association of Real Estate Boards. H. D. 
Re ay ee Hood, executive vice-president, tells JouRNAL editors the associa 
Business Machine Operators tion has scheduled “International Day” for Tuesday, October 19 
MANPOWEE INO. creas en aR “It is our hope that many of the realtors south of the border will 
Boston, Buffalo, Chicago, Cincinnati, Cleve attend the conference and meet their Canadian friends,” he says 
land Columbus Denver, Detroit, Des 
Moines, Kansas City, Milwaukee, Minneapo- 
lis, Newark, New Haven, New York, Omaha H i H ; H H 
Piacdtekis. Bese’ Mecheone (NY Urban Land Institute publications which you will want to in- 
St. Louis, San Franciseo, Seattle clude in your real estate and home building library: “Community 
Builders Handbook,” fourth edition of a volume prepared and 
published by the Community Builders’ Council of the ULI, 300 
pages, $12 a copy. The extensively revised edition covers plan- 
EXCHANGES ning, financing, and building of better neighborhoods, based on 
iene VOU atom Gen otat BON encter experiences of leading community builders in the nation. It has 
MATIONAALY two sections — residential development and shopping center plan 
Inter-City, Inter-State, Foreign Countries ning. The shopping center section has been completely rewritten 
PALM SPRINGS to coger a rod ape a = new centers —_ 
Renseh eocemmnetadienn Cet. tebe Resi since 1950... . echnical Bulletin No, 22 onservation and Ke 
dences, Exchanges: CHICAGO, NEW YOR habilitation of Major Shopping Districts,” dealing with conserving 
and HOUSION for SO. CAL IF. PAL M “1: . , . . . . 
SPRINGS, or WEST COAST. Courtesy to and rehabilitating of downtown business districts and older neigh- 
operators and realtors. CASH-OUTS in your . ; areas ce , 
Sau Maas TE Games a, caen, borhood shopping areas. $5 a copy. 


eight figures; unearned increment and poten- 
tial. Since 1923 


LAKE TAHOE PROPERTIES 
Read our advertisement each Friday in the 


For Temporary Typists Stenos 








National Home Week dates are set; biggest observance yet is to 
take place September 19 to 26, NAHB announces. This year’s cele 
National edition of the WALL STREET bration will see many more cities adopting the * ‘Parade of Homes” 


IOUEN AE. idea. Established by NAHB in 1948, the week’s main purpose is to 


HEFFERNAN LAND CO., INC. (Realtors) promote home ownership and show latest home building ideas 
Drawer "CC", Palm Springs, Calif. and methods. Approximately $100 million worth of homes are ex- 
pected to be on display this year. 











Leading prefabricators are predicting another boom year. Several 
firms have told JourNaAL editors they have stepped up their out- 
put by 50% over last year. One spokesman predicts an over-all 
production increase of 25% over last year, on an industry total 
of 75,000 units. In another year, he says, the industry should 
capture 10% of the new home market. 


Are women better at selling real estate than men? That's a question 


which will always stimulate spirited discussion. If you've followed 
the article on Claude Campbell's “‘all-girl” sales force (February 


5 3 & WV a | = JourNAL) and Robert Whitmer’s rebuttal (May JourNaL) you'll 
know what we mean. One group that will take a firm stand is the 
WRAY 99 GAUOG, GANT) 10 X 30.06 10. LOTE 440 Oh. Women’s Council of NAREB. The group will announce the 


winner of its 1954 $500 scholarship for college students by July 1. 
G NW LLE. SC The award is made to an outstanding junior or senior, “preferably 
a woman.” at an accredited college offering a real estate major 
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Garrett-Bromfield & 
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FOR EXPERT 


@NEW YORK, N.Y. 


Fass & Wolper, Inc. 


7 East 42nd St. 

Main Street Proper 
ties Anywhere in 
the U.S.A 


@ TAMPA, FLA. 
R. C. Hilton, Inc 
3338 S. Dale 
Mabry 


eWICHITA FALLS, 
TEX. 
Ray Keith Realty 
Co. 
P.O. Box 2195 


APPRAISAL SERVICE 
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Co 
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Moseley & Company 

Retail, Wholesale, 
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Suite 1111, Insur- 
ance Exch. Bide 


@KINGSPORT, 
TENN 


Dougherty-Roller 
Cases, nvestment 
Property, Business 
Sales 


101 Broad St 
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e@ BRADENTON, 
FLA. 


Walter S. Hardin 
Realty Co, 
26 years’ experience 
Hardin Bide., 
402 12th St 


@NEW ORLEANS, 


Leo Fellman & Co. 
829 Union St. 


@ PROVIDENCE, 
RHODE ISLAND 
W. Henry Coleman 
Retail, Wholesale, 

Industrial 
15 Westminster St. 


@SARASOTA, FLA. 
Don B. Newburn, 
144 So. Pineapple 

Ave 
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N.Y. 


R. C. Blase, 
509-511 State St. 


e LOLEDO, OHIO 
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H. F. Bradburn, 
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@ RICHMOND, VA 
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tion Invited 
Write for 

Free Booklet — 
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eWILMETTE, ILL 


Myron H. West 
916 Greenleaf Ave 
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MANAGEMENT 


@COLUMBUS, OHIO 
William P. Zinn & 


Co 
47 North Third St. 


@ DENVER, COLO. 


Garrett- Bromfield 


0. 
Security Bidg. 
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@ALLENTOWN, PA 
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“Specializing 
Fastern Penn 


eCOLUMBUS, OHLO 
William P. Zinn & 


Co. 
47 North Third St 


e@EDMONTON, 
CANADA 
Campbell & 
Haliburton Lid 
10029 Jasper Ave 


eINGLEWOOD, 
CALIF 


Emerson W. Dawson 
P.O. Box 555 


@KANSAS CITY, 
MO 
Moseley & Company 
Retail, Wholesale, 
Industrial 
Suite 1111, Insur- 
ance Exch. Bid« 


e@ MEMPHIS, TENN 
1 O Bailey & 


Co ne. 
128 Monroe Avenue 


esi. LOUIS, MO 
Ope} Dickmann, 
M.A.1. 


N61 Railway 
Fachange Bidg 


esCHENECTADY, 
N.Y. 


RK. C. Blase 
W09-511 State St 


@efORONTO, 
CANADA 


Shortill & Hodgkins 
smite 
2781 Yonge St 


@eWICHITA FALLS 
rEX. 


Ray Keith Realty 


Co 
P.O. Box 2195 


TDRSS mm 
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new look... 


in factory-assembled houses 








Tempted to look into factory-assembled houses but 
hesitant because you think they lack the eye-appeal to sell? 








i ‘ 2 912 Square Feet of floor space 
Then, you should see the new line of Pollman Homes, 


A generous sized living room with handsome window-wall— 


Designed by Richard B. Pollman, these homes are Hetty 6 sherage and Gant oaemn, Date Ching aren an 08 
- of living room—and the entrance provided by bookshelf room- 
typical of the clean, modern, ground-hugging lines and divider—3 bedrooms—shoulder-high windows permit wide 
. . S ‘. eth choice of furniture arrangement. Basement or non-basement 
careful attention to maximum livability that have models. Several distinctive elevations—wide choice of ex- 

. . . ’ | i i ° terior treatments 
made him one of America’s most popular designers. = On aN 


Built of the finest quality materials and to conventional commanded by Ferenty’ Magasine,” 
standards—Pollman Homes also meet FHA and VA 
requirements. Why wait? Write today! We will be glad to 
send you complete information about Pollman Homes or 
have a factory representative call at your convenience. 


THE THYER MANUFACTURING CORP. 


2850 Wayne Street 515 E. Yazoo St., Dept. 1 
Toledo 9, Ohio Jackson, Miss. 


wot? we , 


4. Et 





